In The Matter Of: 



THE PEOPLE OF THE STATE OF CALIFORNIA, ETAL u 
PHILIP MORRIS, INC, ETAL 



PATRICIA ITTERMANN 
June 17, 1998 





ociates, An Interim Legal Services Company 
egistered Professional Reporters 
The Oak House 



1316 Harding Place 
Charlotte, NC 28204 
333-9889 FAX: (704) 372-4593 


Original File tilermancal, 244 Pages 
Min-U-Script® File ID:3912776123 


Word Index Included with this Min-U-Script® 


industrydocuu- 


;y_lib rary. u csf. ed^M/sailMfaOO/pdf ■; 


s 


■■ran 


51931 4485 















THE PEOPLE OF THE STATE OF CALIFORNIA, ET AI, v. 
PHILIP MORRIS, INC., ET AL 


PATRICIA ITTERMANTS 
June 17,1998 


Paga 1 


I SUPERIOR COURT OF THE STATE Of CALIFORNIA 
I FOR THE CITY AND COUNTY OF SAN FRANCISCO 
CASE NO B80864 • 

.X 

I THE PEOPLE Of THE STATE OF 

CALIFORNIA at at 
Plaint ate 
v 

\ 

PHILIP MORRIS, INC , al al, 

Delendanlt 


Atekso depoalllon o( PATRICIA (HERMANN 

? (Taken by PlalntlHi) 

Wlnalon-Salem, North Carolina 
June 17.1998 


rted by Andrea L Nobrega 
J Court Reporter 
J Notary Public 






Pag* 2 



(IS) 

t" 

(■ff 

v4 

c# 

l»aj 

(to 

(TO) 

P<) 

P*1 

P»l 

l«I 

PH 


COMMONWEALTH of 

ESEX.e* 6Uf>ERI 

OF THE TRIAL 
CIVIL ACTION Nl 
X 

ONWEALTH OF MASSAfeHOSgtTf. 
Plaint HI, 


P MORRIS. INC , al al. 
Delandame 

X 


Video deposition o( PATRICIA 1TTERMANN 
(Taken by Pletntlfa) 

Winston-Salem, North CaroSna 
June 17,1998 


SETTS 

IPARTMEWT 



Raported by Andrea L Nobrega 
Court Reporter 
Notary PuMe 


Page 8 


APPEARANCES OF COUNSEL 

FerthaPlaimti 
MICHAEL W SOBOL, Eeq 
Uefl Cabraeer. Heknann 8 Bamalsln, LLP 
Embvcadero Canter Wait 
276 Battery Street, 90th Floor 
San Frtnefcec, CaMomla 94111-3339 
(416)968-1000 

For the Datandant (RJ RaynokJe Tobacco Company) 
GEOFFREY K BEACH, Eag 
Jonai, Day, Reavle a Pogue 
Metropo*en Square 
1450 G Street, N W 
Washington, D C 2006-2088 
(202)8793939 

AJao Present 

MARTIN NOBREGA, Vldaographar 

WITNESS ADDRESS 
RJ Reynolda Tobacco Company 
Wheton-SaJem. NorthCarolna 27(02 
(338)741-7479 


Page 4 


It) 

PI 

P) 

(4) 

w 

m 

P) 

w 

pi 

( 10 ) 

("I 

It!) 

(t*l 

(>4) 

(1*3 

(t«) 

(IT) 

l«l 

(t») 

P0) 

PD 

PH 

P») 

P«) 

PH 


Depoelbn of PATRICIA FTTERMANN, taken try the 
PteJnflti, al 200 Waal Second Street, Wlnalon-Salam, 
North Caralni.on Ihe 17ih day ol June, 1808 at B47 
a m , before Andrea L Nobrega, Court Reporter and 
Notary Publo 


to 

W 


4 * 

it* 

00 

Oh 


COVERING NC, SC, GA & TN 800-333-2082 MinUScript* 


(3) Page 1 • Pagt; 


iZI fiqar.y lihrary ur.sf erin/t.id/xar07f:0Q''orJf 


jment 


;sf.edu/docs/xshl0001 


W01086372 










PATRICIA ITTERMAVN 
June 17,1998 


the rwm or m state of California, et al v. 

PHILIP MORRIS, INC., ET AL 


it) corn ms 

PI THE WITNESS PATRICIA,(HERMANN EXAMINATION 
[3] By MR SOBOL 6 

P) BY MR BEACH 232 

ID FURTHER EXAMINATION 

|«1 BY MR SOBOL 23? 


inoex or exhibits 


[«] For Ih# PlaintMt 
[«) t?"Spm Mr 


T? : ' 6pm MajArir», July. 1998 Ittue 131 
i, Uflerj^om Malcolm Cimpbol t>ai*d 
0S3#W 149 

3p letter Rom Malcolm CampOet Deled 
IIP 156 


nemo Iro^Ti Angle Were Deled OMWM 168 
ifcttflom Michelle Chan Deled K, 


6; Letter Irom Malcolm Campbel Date 




10 

Pi Whcp 
pj was c 


IS! ^ 

PI Q: G| 

n the reco' 
pj A: Mf 
pj Itternul 
Itoi 0:5*4* 


PATRICIA rrTERMAN| 
Id and testified as fdlfe 
JINATION BY COUNS| 
BY MR. Sf ! 
norning, please statrfcyi 


Pa Be 6 


ngbeendulyswom, 


I PLAINTIFFS 


amc for 


pj A: Myrofi|ie is Patti IttermannFKmrcla 
pj ItterimiPi%o by Patti, hsssMi 

ltoj Q-.^Shp^rmann, you are here orvi b eh alf of 
ittj RJ. Reyho$d*Tobacco CompanyjHl^l^iEorrea? 

(i2j A: Tljdl^orrect 

(i3j Q: DO^dii understand that this is a deposition 

luj proceeding in two lawsuits pending against RJ. Reynolds 

|isj Tobacc o^yj 

(t7) Q: Ariilihti defendants as well? 
luj A: Yes 

till Q: My name is Michael Sobol. I'm an attorney 
poj in California from the law firm of Lieff, Cabraser, 
pm Helman & Bernstein in San Francisco, and 1 represent The 
(wj People Of The State Of California, et al., against R J. 
mi Reynolds. Do you understand that? 

(24j A: Yes, sir. 

pij Q: 1 am also here on behalf of Attorney 
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Pi General, Scott Harshbatger from the Commonwealth of 
P! Massachusetts. Do you understand that’ 
pj A: Yes. 

pi Q: Have you ever been deposed before, ma'am? 

pj A: No. 

pj Q: I am going to be asking you questions today 
m and you are to give answers to my questions while you 
pj are under oath. If at any time you don't understand my 
Pl question, let me know. If you didn't hear me, let me 
ltoj know. If you need to take a break and confer with 
lit) counsel while a question Is not pending, let me know, 
tt 2 ] because I want to make sure that the answers that you 
hi] give are to questions which you can hear and understand, 
(M) okay? Is that agreed’ 

(tsj A: Yes 

lis] Q: Okay, very good. Can you give me your 
tm current position at R J. Reynolds? 
us) A: I have an Internal title at R J. Reynolds 
ii«! as senior manager, media. I have an external title, 
pm media director. 

pi) 0: I'm sorry, the first one was what? 

m A: Senior manager, media. 

pi) Q: Within RJ.RcynoldsTobacco you have the 

P4j title senior manager of media? 

pi) A: Yes. 


Pag* 8 

(i) 0: And to the outside world you hold yourself 

Pl out as the media director? 
pj A: That’s correct. 

Hi 0: Are there other persons at RJR who hold 
pj themselves out as media director to the outside world? 
pj A; No. 

m Q: Are there other people within R J. Reynolds 
pj Tobacco who refer to themselves as a senior manager of 
pj media? 
not A: No. 

pi) Q: How long have you been in that position? 

1 * 2 } A: I have been a senior manager since 1990. 
lit] Q: How long have you been with Reynolds? 
ih) A: I have been with Reynolds since July of 
HD 1975. 

its) Q: 1 am Interested in hearing some of that 

(in background maybe a little bh later. First, let me ask 

(isj you a little bit about your pre-Reynolds background. 

HD Where did you go to high school? 

pci A: I went to high school at St.Thomas High 

pi] School In Ft.Thomas, Kentucky. 

PD Q: What year did you graduate? 
pi) A: 1965. 

PD Q: Did you go on to college after that? 

PD A: I went to college two years right after 
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high school, and then I completed college later In my 
life I have a degree from High Point University. 

0: When did you get your degree from High 

Point University? 

A: Did you say when* 

Q: Yes 
A: In 1982 

Qi What was that degree* 

A: Communications 
0: Is that a BA’ 

A: Yes 

: Where did you go to college before you went 
to High Point’ 

0: Eastern Kentucky .University. 

'Cjh You were there frotftjbsatt 1965 to 1967? 

: Yes, that would 

j But you didn't getLa degree from Eastern 
Kentucky’ 

: No, sir. 



.0: What did you do fi 
etirne ask you this Wh 
Eastern Kentucky? 

1 worked at 
Qr^boing what? 

I was 




17 until - well, 

>u do after you left 


e in Cincinnati. 





at term was used 
time you were there? 
>le Advertising and 
ind of periodical. 


1: In what pan of Proctor A Gamble? 

In the media seciN§PiP!^e general 
perusing depanment. 
i: What were your ipfionsijbilities’ 
y. 1 was the secreury to th^ direaor of 
it media 

1: What was prim 
Proctor & Gamble d> 

It was Proctor & 
ar.ines or newspap* 

As a secretary to the print media 
iager - 
Director 

I: Did you have any executive responsibility? 

1 did basically secretarial duties, 
ion, typing, filing, organizing meetings. 

Q: And how long were you a secretary of 
n»l Proctor & Gamble in the media section? 
t>e] A: I believe It was until 1970, It was from 
poj ‘67 to 1970. 

i?ij Q: What did you do next? 

PD A: My husband and I relocated to North 
t»i Carolina, but I did not work for a few years. I was 
in} raising my daughter. 

pu Q: What was the next professional employment 
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you had after leaving Proctor & Gamble? 

A: Actually went back to Proctor & Gamble for 
a very short time after we moved back as a secretary. 1 
don't know what year that was. probably 1974, and then 
we relocated again to North Carolina, and then my next 
job was at Reynolds. 

Q: Where is Proctor & Gamble located? 

A: In Cincinnati, Ohio. 

Q: And that’s where you worked’ 

A: Yes. 

Q: Now, have you been with RJR continuously 
since 1975? 

A: Yes. 

Q: Coming up on your 25rd anniversary with 
them? 

A: That’s correct. 

Q: What was your first position at KIR’ 

A: My first position was a stenographer. 

Q: Take shorthand or you used to? 

A: Yes, used to. 

Q: Do you any longer? 

A: No, I haven't for quite awhile. 

Q: Arc you a certified court reporter? Were 
you ever? 

A: No. 
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[ij Q: Were you? 

Pl A: No. I was not. 

ID Q: And which department did you work in as a 
Hi stenographer? 

[sj A: Marketing. 

Pi Q: What kinds of things would you be 
P) stenographing? 

I*! A: Just general business correspondence. I 
m also did typing from drafts and I did filing. 

[ 10 ] Q: Were you taking dictation of live meetings? 
in) A: No. 

[it] Q: As a stenographer, were you a typist or 
[it] something in addition to that? 

[M] A: I did general secretarial duties, just the 
[<si title was stenographer. 

{iD Q: How long were you a stenographer in 
{ID marketing? 

[id A: I think it was only about a year and a half 
{id before 1 was actually promoted to secretary. 

[ioi Q: Was that still in the marketing department? 

pi] A: Yes. 

PD Q: Ail your 25 years have been spent in 
pd marketing? 

PD A: No, part of them at the department called 
pd media. 
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Q: That s not within marketing’ 

A: It's in marketing operations, but not - 
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(I) 

I?) 

pj yeah, I guess overall it is marketing, yes, 

Hi Q: How long were you a secretary In marketing’ 
ttj A: 1 joined the media department In 1981 as a 
Pi media planner. 

pj Q: From 1977 to 1981. you were a secretary in 
l»j the marketing department’ 
m A^That^ correct 

poj tkjnjyMh . what was your title’ 

UU tia planner. 

|were your responsibilities as media 

ncr? 

w« 

A JMy responsibilities were to develop the 



(itj media 
l«l assi, 
lit) 

SSSSSKSS 

lit] business 


Ians for my 


f and implement the'] 
nds 

familiar with-IUR^pbac^’s current 
d units’ 



si 


as a media planner, wg 
lies similar to those *■ 
pai business brand units’ P 

A: rfe. 




now in the 
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P) more 


PI 



|the business unit concept. It was 
nd group concept! 
tpng were you a media j er for 


HJ Reynofc 

N A: Until 1985. 






rands did you havdassigned to you as 
er during the yeai|l^8lio '85? 

, my primary brajyjf^yjfc More 
w cigarettes,WoricHoVscInd RJ.Gold. 

;ou a media planner for More 

the entire time you were a media 

SH: Object to the form of the 

^ confusing. 

BY MR. SOBOL: 

Q: I am trying to get a sense of - you were a 
in] media planner for four years? 
ini A: Yes. 

poi Q: And you had brands assigned to you during 
PU that four year period’ 

[ 2 ?i A: Yes. 

pii Q: Was More cigarettes, was that a brand 

pi] assigned to you the entire time? 

p<] A: I don't remember If it was assigned the 
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fi] entire time. 

pi Q: Did you assist tn developing media plans 
pj for More cigarettes during the time you were a media 
Hi planner? 

Pi A: Yes. 

!«i Q: Why don't you first tell us what a media 
Pl plan is? 

(tj A: A media - well, I don't know how to start 
pi describing it, but a media plan is a plan for the 
rio] vehicles that will be used, the mediums that will be 
ini used to carry a brands advertising. It's generally for 
[it] the period of one calendar year, and it encompasses the 
[ti] media strategies and the media tactical plan which is 
iu] the derails of the plan such as which magazine titles 
ns! and which cover dates our ads will run in. 

(iq Q: Media plans were generally developed during 
tit] that period of time on an annual basis? 
im A: That's correct. 

ii*i Q: Would the media plan assist in development 
pq of the advertising content? 
pi] A: I'm sorry, I don't understand the question, 
pai Q: As part of your responsibilities as a media 
psi planner during those four years, would you assist In 
iso development of the advertising content? 

p*j A: No.That was a job that the brand group 
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[i] was responsible for. 

PS Q: Did the brand group during that period of 
Pl time work in conjunction with any outside Independent 
Hj contractors in developing advertising content? 

IS] A: Yes, they did.They would have had a 
!*] creative agency. 

Pl Q: And that would have been an advertising 
pj agency? 
w A: Yes. 

I to, Q: And during that period of time, was Long 

H ij Ha mes & Carr working with the brands group in developing 
HZ] advertising for the cigarettes for which you had 
mi responsibility as a media planner? 

[u] MR. BEACH:Let me object to the form of 

in] the question on the grounds that you haven't laid a 
its] foundation that she would know about advertising 
(in content. With that objection in mind - 
its] MR. 60B0L: I will ask foundation 

pi) questions. I think it's obvious she has to work with 
pq the advertising content in order to develop her media 
pi> plan. 

P 2 j Let me first ask you, was Long Hames& Carr 
pi] one of the advertising agencies that the brands group 
pi) worked with during this period of time? 
m THE WITNESS: 1 don't recall. I don't 
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I recall it being the agency for any of the brands that 1 
was working on as a media planner. 

BY MR. SOBOL: 

i Q: So they may have, you just don't remember’ 

A: I just don’t remember, 

Q: Do any advertising agencies come to mind 
that did work with the brands group on the brands for 
which you were responsible? 

A? 1 can name some advertising agencies, but 
Ull^been so long that I don't really recall which 
brands were assigned to which advertising agency. 

!§|g|: During that period of time anyway’ 
a: Right, during that period of time. 

Now, as a person ^signed to develop media 
J|||s for these assigned brands, were you aware of the 
%lH%rtising content for f^ebrands? 

sometimes saw tfee ad executions that 
wo$ttd be running, but 4o’tiiways. I was more Interested 
size of the ad bedl^lfiliit's what we had to plan 
Jfogit within the media 

Oh The annual medlabj^.^d you assist in 
drafting those four assighcd lrlnds? 

^AKfhe media plans? 

*..0:4es i I i 

Yes 
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M! Q: So would your media plan make reference to 
12 } the brands marketing objectives? 
pj A: It would make reference to some overall 
M objectives, such as the brand's target audience, any 
(sj special timing of activity that they would want the 
K media plan to also coincide with and an overall 
tn objective like generate awareness of the new advertising 
Pi campaign or something like that. 

Pl Q: Was there anything about the matketing 
(ini objectives developed by the brand groups that wouldn't 
|tii be contained in your media plan for which you are a ware? 
ini A: I’m sorry, can you ask that again? 
ft*) Q: Did your media plans make reference to the 
|M} full marketing objectives developed by the brand group? 

!t« A: No, they did not.They only talked about 

[tti the media,how media was going to be used by our branch 

(17) within the total marketing mix, but it didn't make 

fit) reference to the other parts of the matketing mix. 

ftp) Q: In order to achieve the overall marketing 

[ 20 ) objectives developed by the brand groups, did you need 

pi) to be aware of all aspects of the overall marketing 

[221 objective? 

m A: No. We took our guidance - would take our 

[24] guidance from the brand group, and it's often not 
pa Important that we know the other areas, only when it's 
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Ml relevant to media and media plan development, 
pj Q: Would the brands group develop an analogous 
pi matketing plan on an annual basis - strike that. 

PI Would the brand group develop an annual 
pj marketing plan - one more time. 

PI Did the brand group, in fact, during this 
m time you were a media planner develop annual marketing 
pj plans? 
m A: Yes. 

[id Q: And would they communicate those matketing 
[i«i plans to the people in the media group? 

M*i A: As I recall, it wasn't the general 

[in practice .They may have occasionally sent a notebook of 

[i4] the marketing plan management presentation.lt would b< 

[is] a boiled down summarythat was presented to managemcn> 

(it) and that someone in media may also get a copy of.They 
[*7] tended to be after the plans were already completed, 

(is) though, the plan is done including the media plan, this 
ns] is how it was presented to upper management. 

pot Q; What about today, does the business brand 
pi] units, do they develop an annual marketing plan? 

(221 A: Yes, they do. 

( 2*1 Q: And do they communicate that plan to you as 
[24] the senior manager of media? 

PS] A: No, I have not seen the full marketing plan 
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pi Q: l^uririj? the time that you ^1 
pj Work i||f&e, what was the target a 
W A: £dOal recall. For Work Hd|j§ 

Pi Gold ^didn’t personally developtbcfuil media plan, 
pi It was tutltdled primarily by the' brand group and their 
pi adverdSIB 8 |agency.Who also b|i|SiSiale media for the 
Pl chewiBg:* 0 bacco brands. My rtkc.|or||J. Gold and Work 
N Ho^a^morc monitoring thfbipgX kind of 


lie and RJ. 

8M1WWHWK T 


(si chewipg:* 0 bacco brands. My rtU.c.|or|yj. Gold and Wor 
Pi Ho tseswasm orc monitoring theDtplgel, kind of 
|toi suirimfcbpB the media activity|il|^|^! 
ini Q: L^i|wc ask you just one at a time.What do 
tit) you rc^gjjjif anything, about any of the marketing 
(t»i objectives about Work Horse? 
ini A: recall anything. 

(isi Q: recall whether or not a specific 

n#i demografihiiEjgroup was targeted? 

(iri A: 1 don't recall, I’m sorry. 

lit] Q: What about R J. Gold, do you remember 

(t»i anything at all about the marketing objectives for that? 

po] A: No, 1 don't. 

pi] Q: Do you remember if any demographic group 
p 2 i was targeted through the marketing of that product? 
P 3 ! A: I'm sorry, it's just too long ago, I don't 
p 4 ] remember 

psi Q: With More and Now cigarettes, were you more 


P«9« 22 


tree of the media’ 


iu As I recall, it was female smokers 25 and older and 
P3 that’s really all I remember.That may not be exact, 
pj but that's kind of what I remember from that long ago. 
H) Q: And that demographic target of females 25 
is) and older, did that relate to More lights specifically? 

Id A: Female smokers 25 and older, it probably 
pj was the - and I don’t recall, I’m speculating here, but 
pj it was probably for the entire More line, the regular 
pj More cigarettes as well as the More Lights. 
itoj Q: The entire line of More cigarettes was 
pi) aimed at females? 

ittj A: The entire line of More cigarettes had a 
iisj target audience that skewed to female smokers.That's 
[i 4 j not to say that some of the advertising may not have 
fisj been seen by male smokers, but that was generally the 
Pd target, female smokers, 25 and older. 

Ii 7 ) Q: Do you remember any aspect of the media 
fisj plan for the More line of cigarettes that was designed 
lid specifically to achieve this skewing towards females 25 
po} snd older? 

pij A: I don’t remember specifically, but it would 
P 2 i have included a number of magazines in which we 
pi] advertised, the magazines that would have had higher 
P 4 j readership of female smokers over the age of 25. 
psj MR. BEACH: I am going to belatedly object 
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n't esta 


pc brand were at th 
|R. SOBOL: That's 
HE WITNESS: You we 
Iccting objective? 


for 

ic question? 


Sure. I'm asking whether |r not the Now 
p Wf |rettc was targeted t«l®iiany particular gender? 
(«P§*I I think I stated thi|^^gin the 

S ious question that (n t|c media plan we mayhave had 
w for our target aujSUlll^hat was approximately 60 
tnj^Sfeftfent.40 percent female smokers 35 to 49 versus male 
iir^pefkers 35 to 49. 

it# 0: Thank you And with the More cigarette, 

was the approximate skewing percentage male to 
|is#fH|ale as best you can recall? 
ii^wfelm sorry, I really don’t recall. 

(it) Q: Was it greater than the Now? Was it more 
lit) skewed towards female than the Now cigarette? 
i<») A: I don't recall. 

( 20 ) Q: What did you do after you were media 
pi) planner in 1985* 

( 22 ) A: I was promoted to manager of media 
( 22 j planning. 

124) Q: And were you a manager of media planning 
( 2 t) until you became senior media manager? 


Papa :»8 

|i] specifically. 

( 2 ) Q: I should probably ask you generally what 

pj were your responsibilities as manager of media planning? 

g) A: I again worked with brand groups developing 

it) and implementing media plans. I had media planners and 

lej buyers reporting to me, so 1 supervised the work of the 

pi media planners and buyers. 

pj Q: In supervising the work of media planners, 

Pi did you assist in development of media plans? 

(loi A: Yes. 

(ti) Q: Was the purpose of the media plan to 

(ft) outline how it is that you were going to develop and 

[uj achieve overall - I'm sorry, let me ask you that again. 

What was the function of the media plan 
(i«) during this time that you were manager of media 
[Hi planning? 

tin A: The media plan would be how we would 
(is) utilize media to advertise our products in order to 
[to achieve overall marketing objectives, 
pot Q: What aspects of the Dakota marketing 

pi) objectives do you recall that the media group took Into 
p 2 ) account in developing its media plan for that produo? 

pj) A: Well, the overall marketing objectives 

p«i initially would have been to introduce, successfully 
p«) introduce Dakota cigarettes. From the marketing 
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Ml objective, we then developed media strategics 
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PI 


Q: How did the brands people determine what 
pi would be a successful way to introduce the Dakota’ 

H] MR. BEACH: Objection to the form of the 

pj question, lack of foundation. 

10 BY MR. SOBOL: 

pj Q: Did the marketing plan developed by the 
id brands unit contain a strategy on how it is that the 
to Dajkota wqiuld be successfully introduced Into the market? 
|io] Attlrtow it is - the overall marketing plan 
(in would havf said we would utilize these elements in the 
m?j mapiSSpinix. Including media. It may have included 
[uj otlifer elen^ents, such as retail promotion, direct 
[Mj nudi^inpWhatever, but the overall marketing plan 
^ said we would use, medSi|nd allocate a 
the total marketing itmedla.and from there 
evelop the media 
S‘c marketing plan f< 

■ reference to a targeted de; 

: than likely did an; 
pil would have developed the me 
P 2 ) audience would have applied 




;ota 

graphic group? 
at we 

same target 
the media plan, 
ic group? 
eve 





Pag* 90 


minger 
eVnolds? 
re talking 
)Tds;Ves, younger 


t a younger 



o were 18 
rs it may 
18 to 54 with 


u familiar with the| 
r as that term is us« 
that time period' 
term was used at Rd 
rs. 

Is your understand^ 
r is? 

rally it applied to sr 
- occasionally ove 
primary target of t 
smokers 18 to 24. 

"during the course of the deposition 

e you will take the position that Reynolds 
rtise or target non-smokers, is that right? 
ij: Let me Just -1 take that 
as a speech. Why don't you ask a 

BY MR. 80B0L: 

Q: Does Reynolds advertise to non-smoker* in 
po] order to entice them into starting smoking? 
pi) A: Absolutely not. Reynolds advertises our 
i»i products only to adult smokers. 

P *1 Q; And that's been true during the entire time 
pi) you have been at Reynolds? 
p*l A: That's correct. 


Pag* 31 

i'l Q: And Reynolds, of course, has made efforts 
Pl to stop youth smoking, isn’t that correct? 

P! MR, BEACH: Let me object to this quesuon. 
hi Mr. Sobol, this witness has been designated as a person 
is] most knowledgeable with respect to certain subject 
pj areas. You are venturing into an area that is outside 
Pi of those areas which Ms. Ittermann is being made 
Pi available to you. I would suggest that you limit your 
P! questions to those areas and to reasonable questions 
i<oi that relate to her background. 

)ii) MR. 60B0L: I'm going to take that as a 

ti 2 ] speech and I am going to continue to ask this witness 

[it] what her understanding is about youth marketing as 

|i4] someone who carries out and executes marketing 

ns] objectives for Reynolds for close to 20 years. 1 think 

[it) that is well within what her experience is here and what 

[in it Is that her group does, so - 

[is) MR. BEACH: You are perfectly entitled to 

[is] ask those questions as she was the designated in 

po] response to your request forpersons with knowledge into 

pi] specific areas, and that's absolutely clear. It's also 

122 ) absolutely clear that we have designated somebodyon the 

( 22 ) subject of youth non-smoking programs.That is the 

P4) basis of my objection to your entering into this area. 

psi BY MR. SOBOL: 


Pag* 32 

(i) Q: Ms. Ittermann, as the manager of media 
Pl planning from 1985 to 1990, were you aware of any 
pj efforts made by RJR to refrain bom marketing to 
(4) non-smokers under the age of 18? 
in MR. BEACH: Let me object to the question 
Pl on the grounds of foundation. You haven’t established 
f7) that she would be a person with that knowledge and it's 
Pl well - well, I understand that, but it's also well 
pj be yond her prior te stimony as to her scope of employment 
no) with the company.That's the nature of my objection to 
ini the question 

[i2] BY MR. 80BOL: 

[it) Q; Ms. Ittermann, you just testified that 
fit) during the entire time you have been at Reynolds it 
tm hasn't advertised or sought to entice non-smokers into 
[it] beginning smoking, Isn't that correct? 
un A: We have only advertised to adult smokers. 

(is) Q: And do you have an understanding whether or 
[in not RJR has nude efforts to Inhibit youth smoking? 
po) A: 1 am aware that Reynolds had - has a youth 

pt) non-smoking program, but I was never involved in that 
p«) program. 

pt) Q: And as someone working within media for 20 
P4) or so years, are you familiar with the youth matket, 
po what ages those would be? 


in 
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MR. BEACH: Objection to the form of the 
question for the use of the ambiguous phrase youth 
market 

MR. SOBOL: I'm trying to get her 
understanding of it on the record. It's a term used In 
media planning. It’s a term used in marketing.These 
are questions asking about her knowledge. I'm not 
trying to put words in her mouth. It's an open 
question 

1. BEACH: That's what I’m trying to 
tarify because she hasn't testified in any respect with 
>ect to a youth market at this point in tune, Mr. 


Are you aware of a 
It I’m 




You had originally 

talking about my 
I'm asking a dlffe 

ing you whether or ni 

' *** 

MR. BEACH: Object tj 
^question, that it's open, 


BY MR. SOBOL: 

^—’-^market, that's 

re of a youth market? 
cd the question 
|ce at Reynolds and- 
ion.I'm 

uare aware of a youth 



of the 


.«PUS. 

!foBOL: 


»: You dc^^derst|«;? term? 


I'l 



P*g« 84 


No. 

I. BEACH: Consist 
itness at the begi 

Do you have an u 



our promise to 
is deposition. 
OBOL: 
ing that the 


figer adult smoker rmrfcet was 18 to 34, is that 


tect? 

That is what we 



d adult smokers 18 


t smoker group, Is 


mmWt That was the your 

l<i^^correct> 

The younger adult smoker was an adult 
lu K-smo ker 18 to 34. 

i«4^s Q: And sometimes there was a particular 
tuppence on some marketing plans on smokers 18 to 24, 
(isj^ill^t correct? 

nnpssMifLiBEACH: Objection to the form of the 

i«j question on the grounds that it misstates the witness’ 

|i»l testimony, 

(»] BY MR. SOBOL: 

pt) Q: Is that correct? 

P 2 l A: I'm sorry, can you repeat the question? 
t»j MR. BEACH: Let me add that that question 
p<! has been asked and answered. 

<»i BY MR. SOBOL: 


Page 35 

Q: Are you aware of any marketing objectives 
Pi in existence at Reynolds at any time during your 
l»l experience there that targeted the younger adult smoker 
w market for that portion of the market ages 18 to 24? 

[q A: I don't recaU any specific marketing plan 
t«l objectives. I know how it would have been defined, the 
m target audience would have been defined in our media 
(•) plans. 

l»l During the time 1 have been at Reynolds 
tto) there have been some media plans which have a target 
tit) audience of adult smokers 18 to 34. In some cases there 
1 * 2 } may have been target audience definitions of a primary 
|t») target of adult smokers 18 to 34 with emphasis on adult 
[u] smokers 18 to 24. 

Q: Do you know whether or not Reynolds has 


(•! 


M*1 

till ever targeted a market of 17 year olds? 

tin A; Reynolds, as long as I have been at 

|ti] Reynolds, has had a target that was at least adult 

[i>i smokers 18 and over. 

poi Q: Why is it that they wouldn't market to 

pn someone 17 yean old? 

pi) MR. BEACH: Let me object to the form of 

pi) the question. 

p«) MR. SOBOL: Let me rephrase it. 
pq Are you aware of any reasons why It is that 


Pag* 30 


it) marketing objectives weren’t designed to target a 
pi demographic group of younger than 18? 

THE WITNESS: Reynolds advertises and 


Pi 


H) markets its products only to aduh smokers. 

IS) BY MR. SOBOL: 

tsj Q: I heard you. I am asking you. are aware of 
n any reasons why the marketing objectives at Reynolds do 
di not target people under the age of 18, why that 1$ so? 
m MR. BEACH: let me object to the form of 
no] the question on the grounds it's ambiguous and, Mr. 

[i t) Sobol, let me again repeat my objection to questions 
(if! that stray outside of the designation for the subject of 
fin this testimony.You haven’t established that Ms. 
pq Ittermann would be familiar with or participate in the 
nil formation of policlei. She has obviously testified to 
t«i) what those policies are. so there is a foundation 
(it) objection. 

in) MR. SOBOL: Your speaking objections are 
li«) improper under the California civil procedure and the 
poi Massachusetts civil procedure.You are coaching the 
pi] witness with your speaking objections, and I will put a 
[221 standing objection on the record as to making those 
pi] kinds of objections. If you want to state the basis for 
P4j your objection, you are entitled to do so. 

I am asking her simply why It is they don't 


Pt) 


£ 

o 

—X 
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|ij to that, during the time I have been with Reynolds, we 
m have had target audiences that are adult smokers 18 to 
P) 54. 

Hi Q: During the time that RJR targeted the 18 to 
in 54 yearage group, what efforts did you make as a member 
w of the media group to ensure that those of the age of 18 
n were already smokers? Let me rephrase that, 
m What efforts did you make to make sure that 
PI the 18 year olds you were targeting were already 
(ioj smoking? 

ini A: I'm sorry, that question is Just - first 
til) of all, we were only targeting smokers. 

!isi Q: In your efforts to target only smokers 
ini including those who were between the ages of 18 and 24. 
(it) what efforts did you make to ensure that your media was 
nn not exposed to those who were nonsmokers? 

(i7) MR. BEACH; Let me object to the form of 
(is) the question on the grounds that it's ambiguous as to 
(iq this scope. I trust that the question relates to her 
m job duties in media planning. If that’s not the 
pi) question - 

122 ) MR. SOBOL: Absolutely. 

im THE WITNE68: In developing media plans - 

(24) BY MR. SOBOL: 

( 2 i) Q: Let me ask you it this way. In developing 
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tt)to reach adi* p^rs, Is 'pa **rrect? 

m.A: T hev tell us that the media -and we 

pf^vej^p a media strategy tfitWiredia plan is designed 
HI to^pifh a target audience of|i^ii4t smokers, 
p) ^jLIre any efforts made^cnsi^e that the 
is) rotfcduttdoes not go out to tbosewho don’t smoke? 

P) ^A^cdia is such abroad term, (think- 
m f&^hat’s your understarlli^if the term? 
t»> §|^£ell, there is many diffetcotiforms of 


in) work primarily ilpraiiSisne and outdoor 

I,?) advertising, is that correct? 

iu) y^IJiat is our primary mediums, yes. 

(it) <Q: Let's focus on magazines for a moment, 
fit) WpiiiStforts do you make to ensure that the magazine | 
lit) m^&&^h>ch you buy advertising space In does not reach 
(in nolssdalSfcrs* 

ini MR, BEACH: Objection to the form of the 

ini question on the basis that it assumes facts not in 
poj evidence. 

pi) THE WITNESS: A target audience definition 

pz) is that we are trying to design a media plan which 

t») reaches primarily this target audience of adult smokers. 

P4] in doing so, we evaluate each publication 
ptj that is used by our brands to assure that its readers 
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(i) A; The entire United States adult population. 
pi Q: In making decisions where to put a magazine 
pi advertisement, you go for magazines with primarily an 
l«) adult audience, is that right? 

It) A: Any magazine that we use has primarily an 
m adult audience, yes. 

fTj Q: And It’s the policy of RJR now to ensure 

(t) that the adult audience is primarily over the age of 23, 

m is that correct? 

|io) A; You are talking - 
(it) Q: Today? 

M 2 ] THE WITNESS: Today, our policy is to 
im follow our industry advertising code and it has been 
tit) since 1992, but can we take a break? 
list MR. SOBOL: Sure. 

im (Recess was taken from 10:50 a.m. to 11:08 a.m.) 
im BY MR. SOBOL: 

tit) Q; Ms. Ittermann, you are still under oath, 
tit) Do you understand that? 
poi A: Yes, I do. 

p<i Q: As the manager of media planning you were 
pr) assigned for sometime to the Camel brand, is that 
p*s correct? 

p4) A: That's correct. 

p«i Q: During the entire time that you held that 
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|i] position from 1985 to 1990? 
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P) 


A: Yeah. I believe I had Camel that - 1 was 


hi assigned to Camel that entire time. 


w 


Q: So that would include the period of time 
{si that the Joe Camel character was introduced into the 
i«j United States market’ 

A: Yes 


Pi 

it] QjyDo you recall what the marketing objectives 
t»j wetSe for Caimcl during any of that period of time, that 
[to] fivc^S§§i$bu were manager of media planning? 
in) As As I recall, and to put this In context, 

|i 2 l our|8»t|t«lng plans and target audience definitions do 
lit] change sometimes year to year, but during that period of 

lit] tim e^tehai c that Camel's targ^audlcnce for its 
lit) metp.,p|||y(vas primary target of|fti^Smokers 18 to 34 
lie) wltlfari emphasis on adult smoSilf 18 to 24. 

five years, was^thcre^ target 


im 


lis] for any or Misew towards any pa: 



rnder skew, I bellevi 
| to 34. 

Of: During the years '85 to ' 
P 2 ] refer t^ them as adult smokers, 
pat young^tedt smokers, this pa 
P4] is that coijecf? 
psi A: l|i 



rred to themas 
rgeted group. 


ye dunn 



-# 
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IM we would have referred to them as younger 

pi adult S haokt rs 18to 34 or with emphasis on younger adult 
pi smoke«:lft to 24. 

MR.tetfOL: Off the record t,. 



scussion from 1 l:ll-a.m.toJl:12 a.m.) 

e younger adult sr|^p^iat were 
e Camel marketing pUn from 1985 to 1990, 
nsisted of persons who :: *l! already smoking, 


:et audience would have been 


ing 18 year olds who were already 


stated, I believe already, that, 

(in yes, the target audience was adult, younger adult 
M«j smokers, 18 to 34 

(i»i Q: And my question which specifically relates 
[ 20 ] to the 18 year olds, would it then have been your 
pi] understanding at someone who was effectuating the 
P 2 ] marketing objectives through a media plan that the 18 
in] year olds began smoking prior to the age of 18? 

A: I'm sorry, 1 don't understand your 


P<) 


pt] question. Can you rephrase it? 
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Hi Q; I am wondering how it is that these 18 year 
Pi olds that Reynolds targeted were already smokers at the 
P) age of 18? Was it your understanding they had become 
hi smokers prior to the age of 18? 

(ij MR. BEACH: Let me object to the form of 
(6i the question on the grounds that it misstates the 
Pi witness’ testimony with respect to the target. 

(*) BY MR. SOBOL: 

pj Q: These 18 year olds who were among the 
{tci targeted group for Camels during this time, you have 
in] stated were already smokers, correct? 

M 2 ] A: I stated our taiget audience and it was a 

(it] range of adult smokers between the ages of 18 and 34 

(«] Q: Did you have an understanding that the 18 

[it] year olds within that group began smoking prior to the 
(is] age of 18? 

im A: I wouldn't have had any understanding of 
(ill that. I would have only known who we were trying to 
i'*! reach with ourmediaplanwereadultsmokersbctweenthe 
pci age* of 18 and 34. 

pt] Q: And of those 18 year olds within that 
psi group, it was your understanding that RJR wasn't trying 
tm to entice them into beginning smoking, is that correct? 
pi] A: Our target was smokers, adult smokers. 
p«) Q: It's a yes or no question. 


P«B* 46 

[i] MR. BEACH: Excuse me, let me object to 
Pi counsel - Patti, you are aUowed to answer the question 
Pi as you tee fit, and let me additionally object that the 
W question has been asked and answered. 
m BY MR. 60B0L: 

PI Q: Reynolds wasn't trying to get 18 year olds 
P) to start smoking cigarettes, is that your testimony? 

Pi A: Reynolds was not trying to get non-smokers 
Pl to smoke. We were - our advertising is designed to 
lie] reach adult smokers and adult competitive smokers in 
[iij particular so that they would smoke Reynolds' products 
[in Instead of competitive products, but they were smokers, 
it!) Q: So the 18 year olds within that targeted 
[i4] group were already persons who had begunsmoking prior 
lit] to the age of 18? 

[is] A: I think you are asking me to speculate. 

[in All I can testify to is our taiget audience was adult 
[isi smokers 18 to 34. 

us] Q: Who did you report to during the time you 

[to] were managerof media planning between 198$and 1990? 

pi) A: I reported to a group planning manager. 

[ 22 ] For most of that time I believe it was a gentleman named 
[»j Tom McCabe. 

[24j Q; Was it ever Ed Blackmer during that time? 
pt) A: No. 
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MR. SOBOL: You. the witness, 

S : WITNESS: Duringstbat period of time we 
ed to adult smokers |||t&S3M as younger adult 
ers, that's correct. P 


QgAnd did you ever 
MgftJabe that you were targeting $ 
Si Pta of the 18 to 34 ye#l|$j 
A: I’m certain that I w^aldnc 
we were targeting adult 
;;; J@PYounger adult smo 


ty concern to Tom 
ople who were teenagers 
oup? 

have because 


W Q: Did it cbfteem you 

ljPSiSS^| the group of yountegg^ smokers that you were 
i») &f«s$ng> 

hi ^l^was targeting adult.apglPers, so I don't 
pi riNSfi'ever having thoughlltke ffiat. 

Pl (tbjk) you didn’t expre^'any'JS^ncem to Tom 
m M^a|>c that teenagers w&Cstoglided within this 
raj t^^pion of younger adult smokers that you were 

(ioP^SP|BEACH: Let me ob)|C|.||.^e form of 
ini tteffcstlon on the grounds that!think ft misstates 
lit! h#listimony. Let me clarify that, with respect to the 
ini meaning of the term younger adult smokers. 

|i4] |L^ BY MR. SOBOL: 

(is; you ever express any concern to Tom 

(isi McCaqie (tbout the fact that within the younger adult 
(iTj smltif tlrgeted demographlcgroup,there were teenagers 
(isi included* 

ii»j A: No, because we considered them, 18 to 34 
i 2 oj year old smokers, adult smokers. 

(*il Q: You are the senior manager of media now 

(Ml within RJR. correct’ 

t») A: That’s correct 

(M) Q: And you have held that position for 

l 2 si approximately eight years? 
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Q: Did you ever express to Tom McCabe any 
concerns that you personally had about targeting 
teenagers as part of the younger adult smoker in the 
Camel program’ 

A 1 1 was working on media plans which targeted 
adult smokers 18 to 34, so 1 wouldn’t recall if we were 
expressing concerns about our defined target audience. 

Q: During that period of time you were 
referring to them as younger adult smokers, though, 
righf 

HgpiSlL BEACH: Who is the you you are 
referring to in the question, Mike’ Can you clarify 


Pag* id 

hi A: That has been my - well, my title from 

PI 1990 to '93 was senior manager of media planning and in 

pi 1993 senior manager, media. 

Hi 0: Did your Job responsibilities change as 
Pi between those two titles? 
pi A: Yes. 

m Q: And as senior manager of media planning 
W from 1990 to 1993, what were your job responsibilities? 

Pi A: During that time 1 was similar to my prior 
(to responsibilities.! developed media plans,implemented 
[i <j media plans for my assigned brands. 

[121 Q: Did you work with the brands unit in that 
ini regard? 

H4) A: Yes, during that period of time that you 

(isj are speaking about, 1990 to 1993.1 worked primarily 

(til with the Winston business unit. 

(<7) Q: Did you work with an independent contractor 
ini advertising agency? 

os] A: At that time I didn't personally work with 
pos them. Our brand creative continued to be done by 
tat) advertising agencies. 

( 22 ] Q: And in connection with the Winston brand 
m during that period of time, who was the agency? 

(24) A: During that period of time we introduced 

psi Winston Select and the agency wasTrone Advertising in 


Pag* SO 

gers were 

smokers that you were 
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(t) Greensboro. 

P) Q: T-ro-n-e? 

Pl A: Yes. 

Hi Q: What was the targeted demographic for 
id Winston Select? 

ff] A: I don’t specifically recall. I believe it 
n was adult smokers 21 to 34. 

Pi Q: When was Winston Select introduced? 

Pl A: I believe it was 1991. 
it®! Q; Any other demographic group targeted other 
(ii) than adult smokers from 21 to 34? 

(in A: Not that 1 recall. 

ii»] Q: Was there a skew towards a particular 

(i4j gender? 

lit) A: As 1 recall, it was SO/SO male to female 
(it) adult smoker skew. 

(in Q: So actually no skew? 
lit] A; No skew. 

(tot Q: What about an average household Income, was 
120 ) there a targeted average household income? 
pij A: 1 don’t recall that we had a defined target 
1221 household income. 

( 22 j Q: What about minorities, was a minority or a 
(24) particular ethnic group targeted? 
p$i A: I don't recall that there was. 
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Ml 0: The demographic profile that was targeted 
Pi for the Winston Select, how is It that your media group 
Pi obtained that information* 

Hi A: Well, as 1 stated previously, the media 

isi plan strategies are based on the overall marketing 

Hi strategies which are determined by the brand group. 

Pi Q: How Is it that the brand group communicates 
isj this information to your media group? 
w APThe information is communicated many way*. 
mo] It c^aMwftttcn, It can be face to face in meetings. 

Mi) OMfWrere is the media group located? What's 
I*! y° u |k#&$ > Where is the building’ 


rurfehtly? 


ently where my office?! 


M#i Ma< 



fiat what 


Ai I amljphe Reynolds buUd|ng^tt Tpurth and 
alp^^^Ln Winston-Salem. 

A^ro^iiwmown Winston-S^jmi^^ 

Q: And is the business unit thcrraraeU? 

A: IfitHnjhe same building. 

Q: Alryou^losc by one another?? 
AtCfi^lylam 


Ml I do nltthu 
pi floor- a$| a 
PI Q: Pe|p 

Hi conuc^ 
pi A: Vtytfi. 

i«i or just Seei 
PI Q: lnthl 

Pi A: InpJs 

« me «$ifp 

MOj Q:A%j 

MU frame vps 
M*l senior 
(isi wasn’t |he 

l«l provided 
M*J media ^ 
(i*l A: I dost 


; there are any brand groups on the same 

from the media group eppe in regular 
I people from the htpll unit? 
p you mean in the epursepf business 
g each other in the elevator^, 
bourse of business. 
lource of business w*y5j|s*||jb av c 
jether. ■ I • 

k so 1 understand, dflSipiSis time 
r talking about currently when you were 
ger of media planning from 1990 to 1993, it 
rgular practice for the business units to 
inarketing, written matketlng plans to the 


(i«i A: I that there was a standard 

(in practice. 

Mil Q: Was it more likely than not that in 
|i»i connection with the various brands that you would, you 
po) being the media group, would receive the marketing plans 
pi) from the brands unit? 

P n A: Wait a minute, I'm sorry - 

pai Q: Is it more likely than not that the 

p<) business unit provides their marketing plans to the 

pi) media group? 


Ml A; That is not likely. 

Pi Q: Other than through the marketing plans, 

P! what kind of written communication is given from the 
Hi business unit to the media group in connection with the 
m marketing plans or the marketing objectives? 

Hi A: Well, as I think I stated earlier, 
m sometimes the communication is verbal. 

[ij Q: My question is. other than the formal 
m annual marketing plan developed by the business units, 
M#l how is it that the business unit communicates in writing 
Mil to the media group regarding it* matketlng objectives’ 
(in A: I'm sorry, I do not understand what you 
(i>l mean by how is it that they communicate in writing. 
n«l Q: Do they send memos? Do they send E-mails? 

Mi] Is there some other form of document which your two 

fill groups regularly communicate? 

mtj A: If you are asking if there is a standard 

in] form of written document, no, there isn’t. It could be 

(i*l any of those. 

po] Q: It could be any of those, and in fact, aU 
pt] those examples are examples which in the course of 
P 3 business are used to communicate between groups? 
pa) A: Well, I would have to be certain what time 
pi) frame you are talking about. Arc you talking about the 
pa ’90 to'93? 


P«g« M 


Ml Q: Yes, I am. 

PI A: Because during those years we did not have 
pj E-mail. 

H) Q: But you would communicate through 
pi interoffice memo? 

hi A) We could. I mean, that's one of the forms 
D of communication, but like I said earlier, there was no 
H) standard way of communicating. 

Pi Q; Was most of the communication done orally 
(toi then? 

(«i| A: I can't say. I can't answer that question, 

im I can't recall if most of it was written or most of it 
(i*i was verbal. 

ini Q: Now, going back to the Winston Select, once 

tit) you had this demographic targeting data developed by the 

tii) business unit, what would you do with it? 

tin A: Once I understood what the marketing 

Hi] objectives were and the objectives would include the 

ini target audience definition, but not be limited to that, 

poj I would develop a media plan and - we are still talking 

pi) the years 1990 to '93.1 would develop a media plan. 

m Q: What other information would be 

pi) communicated from the business unit to the media group 

pi) other than the targeted demographic groups? 
pi] A: If you are uUdng for the Winston Select 
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w^|taAs I rccafU. no; it waf 
m |nat|onal introduction. §p 
Pi piif Now, when you becar 
Pi Hr : : .a or the media direct 
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use it was 
: senior manager of 


W midi or the media direq #is yg u hold yourself to the 
Pi outside world, did your Jdb rcsjpdnsibllitJes change? 

1*1 Vjj^ t the end of 1993, ycsTthe^ did. 

Pi §s:ii|And what in addiUc^^eloplng media 

id |d£^.$and implementing mediapianswaspanofyournew 

^jo^|Csponsibllitles? 

n4) c AQ^ eU, first I need to pm i tel o context. 

|ii| ral|to the end of 1993 A J. Reynolds had an in-house 
(i*j tneSiii department that developed and implemented all of 
it ji tpfmedia plans.At the end of 1993. RJ. Reynolds 
HD cait^urced the media planning and buying to an 
no a^e^tsmg agency, Long, Hames & Carr. 
n*l so the record is clear, can you tell 

nr) me whal post-1993 media planning consisted of that was 
iu] done by Long, Hames & Carr? 

(i*i A: Well, I'm not real sure I understand what 
t») your question is. I can tell you how my personal 
pi) responsibilities changed. 

[Hi Q: We 'll get to that, but I'm sure that in 
i») connection with doing your job you must have some 
(?<) understanding of what tasks were being out-sourced to 
(Kl Long, Hames & Carr. Did you? 


[i] Q: I appreciate that. I want you to describe, 
p> again, the process of media planning? 
pj A: All right. 

pi Q: As it's done by Long, Hames & Carr? 

Pl A: Certainly.The media strategies are 

pj developed and approved by the brand. From the media 
tn strategies a media tactical plan is developed.That's 
PI simply the details of the media plan.You asked me for 
m the planning part of it, right? 

(to) Q: Yes, and now can you describe, please, the 

ini nature of media implementation as it's carried out by 

(in Long, Hames & Carr on RJR's behalf? 

ns] A: Media implementation means really whether 

iu] it was done in-house or at Long, Hames & Carr, the 

ini actual purchase of the approved plan. 

lit) Q; Can you describe what you mean by purchase 

(in of the approved plan? 

(is) A: The out of held advertising would be 

(it) purchased,the magazines on the plan would be purchased, 
poi the supplier, the media supplier.There would be cost 

pi] negotiations, etc. Long. Hames & Carr also gets the 

PD invoices for all of our media activity, the purchases 

tty that they have made. 

i*4| We at Reynolds approve the invoices. 

p*i Implementation also Includes monitoring the media which 
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(i) has been purchased to assure that the suppliers are 
PI complying with all of our instructions 
pj O: To nuke sure it's there’ 

HI A: Make sure it's there 
1« 0: And posi-1993 you oversee the development 

|6j of the media plan as it's developed by Long. Rimes & 
U) Carr’ 


(«) A: Yes, I do. for all of our brands 

-KS"" \ 

l«! O'. What do you do In connection with 


|ioj ove 


e development of the media plans for all of 


|it| the |»cands’ 


112) A 
[131 get | 
[i«l fortl 


pwkwith the brand groups to develop and 
arova) for media strategies I work back and 
SStwceh Long, Hames & Carr and the brand group to 


at there Is full approval o| 


I w^irltlh - 1-ong, Hames A 


I’h Ibe I oversee that.The^Un ls^ien 

|t#| presented td^ie brand group.That buj^he.& mc by 
|i>l mysctf br nsysetr and Long. Hames i'tjSH'.'s^Uch is 
[»] usu4f.)yAfc$**e. Once the plan is appf»v*d,(hen Lc 


pi) Hantes & Cart orders it and I overs 


en Long, 


flic activity 


P2] that has been ordered and the tracking of compliance and 


pjj spen 


Q: Do the brand groi 


psi workd 


or are yo 



pj Q: don’t work directly? '' 

pj A: us^ially.There have beeiypjiifes if I 

hi was otd^l^wn or something tl|lbiandimlght contact LHC 

Pi direct!# J 

Pi Q: A$f#it of your responsibilities th^i at 

pi this intiliSSfdiary between the dliiiii'pbups and Long, 

[•] HamesP^ltr, do you discuss a<j^||^||g content? 

M Ap^68^iave been Instance*when |- if you 
(ioi are asl^^r if I know what thlfibflttt of tome of the 
ini ads thspi^wUI be placing Is, yes, I do, but not the 


Pi this int| 
(tj Hames! 
M AB 


(ioi are ask 


(izi de velbpssseht of that content, and I don't always know the 
(i»l corner# 

(hi Q: v'.,<■ • < velops advertising content? 

(isi A: Thi bpind groups. 

list Q: pta^ivork in conjunction with a creative 

(it) group at Long, Hames & Carr? 

ini A: Each of our brands has a creative agency 

|i»i still which develops their creative. One of our brands, 

poj Winston, does use Long, Hames & Carr for the creative 

pi) assignment, but that's completely separate from the 

p?j media agency of record assignment. 

pj) Q: So in connection with the current Winston 

p<) advertising, are you the intermediary between the brand 
pt) group and Long, Hames & Carr regarding the advertising 
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Pi content? 

Pi A: No, I am not, 1 am the intermediary 
j pi betweentheWinstonbrandandLong.Hames&Carronlyas 
Hi it relates to media. 

Pi Q: Who is it within the Winston group - is it 
pj Ned Leary that communicates with Long, Hames & Carr 
pi regarding the creative aspect, the advertising’ 
pi A: The brand group communicates with them. 

Pi Ned Leary is the head of that group.There may be 
[ioi others that communicate with the Long. Hames & Carr 
(til account group on the content of advertising, but I don't 
[i 2 i know, that’s not my area. 

(it) Q: In connection with the implementation of a 
|i4) media plan, is it pan of your responsibility to forward 
[tt] to Long, Hames & Carr the actual advertising content 
ini directly to them? 

[in A: No, that is not. 

pi) Q: How does that work? 

p«] A: If you are asking how - are you asking 

poj after something that's ordered how does the ad get to 

pti the magazine? 

pi) 0:1am asking, yes, how it gets to Long, 

( 2 j) Hames & Carr to get to the magazine? 

P4] A: My responsibility is on the media end. 


PU working with Long, Hames & Carr.They order the space. 
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PI At the time the space is ordered an insertion order 
Pi would go to a magazine.It would also go to the 
Pi creative agency, which for Winston has the account group 
Hi of Long, Hames & Carr.The creative agency attaches the 
Pi material and sends it on then to the publication. So 
m the media group doesn't ever really have the creative 
Pi execution. 

Pi Q: Do you distinguish between something called 
Pi a marketing objective and something called an 
(ioi advertising objective as the terms may be used at 
(til Reynolds? 

tin A: I don’t know how other people may have used 
psi it.That would be speculating.All I deal with are the 
(i4] media, the media objectives and strategies. 

(to Q: And the marketing objectives as well? 

[iq A: The overall marketing frame work, yes. 
pt) Q: Have you heard the term advertising 
Em objectives used at Reynolds? 

[tig A: I probably have heard that used. 

poi Q: Do you have an understanding of what that 

pil maybe? 

im A: I don’t know for sure.l would be 

paj speculating.! would assume that that would include the 

pi] creative development objectives. 

pq Q: And part of the Implementation of the media 
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pj cot^sc, that would be in viouttofyu the cigarette 
(<^ad>^cising code’ 

sSwwmwwwjS 

[*)0 I would not approve anything; right 

But are there other biiei updn which you 
W aMaMk l nol give your •ppfO j^fcfeM^ tftkuUu' plan? 

Certainly, and it depth ds, for example, If 
»f tire target audience K adult^^ipj^ 21 to 49 and the 
fwpWMhat's preferred, the uagtfea^at t skewed to adult 
(tt| wjSSfters 50 plus, I wouldnT'appro^e that because it 
liaii^^Qkl not be consistent with our strategies 
So you keep the marketing strategies in 
I'tflramd when you are approving or disapproving of a media 


I keep the media strategies in mind. 


linP^w^md do you keep the marketing objective# in 
|<ll mind as well’ 

lit) A; Well, media strategies as 1 have stated 
| 20 | earlier are an outgrowth of the overall marketing 
pi) objective 

l»] 0: So up wouldn't approve of a media plan that 

|»] was inconsistent with an overall marketing objective? 
pi) A: I don't believe I would, but I'm not the 
| 2 $) end person You have to also remember that after me the 


Pi together on developing that Ust, that tactical plan and 
Pi then present it to the brand group. Is that what you 
pj are asking? 

(4) Q: Well, I just want to know how it works. 

(sj I'm just wondering If your group has a final say so in 

tej collaboration with the business brand units? 
m A: In collaboration with them. In conjunction 
is] with them, yes, I would be able to approve tactical plan 
Pi change or something. 

[to] Q: Is it a function of your group to find 

ini media space? 

h 2 l A: What do you mean by find it? 
it» Q; Determine where available media space - to 
its] determine where available media space is available? 
ns) A: A function of my group at RjR? 

Q: Yes. 

un MR. BEACH: Right now? 

HD MR, SOBOL: Yeah, 
ns) THE WITNESS: No. 

BY MR. SOBOL: 

Q: Okay. 

A: 1 don't understand exactly what you mean by 
mi find it. 

Q: Well, in Long, Hames & Carr's work In 
pq developing a media plan and tacticat plan, does it 
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(i) contain a list of possible magazines or outdoor vendors 
Pi or tell me what It contains’ 

PI A: Our media plans, the tactical plan would 
W Include a recommended list of magazines if we were using 
isi magazines. It would also Include the scope of any kind 
it! of out of home buy. 

P) Q: Did you say out of home buy? 

[•] Ayput qf home recommendation, buy, b-u-y, 1 


PI meant. 


lien with this tactical plan developed 


(ii) by ^ong. Hamcs & Carr, you and the business brand units 
itzi wo^|i«R^over. say, a list of magazines and determine 
Mi] whl^h were appropriate’ 

no A^^^ally because everything has been built 
MS] from the media strategies dowii, is appropriate 
MS) by tnrllnllit gets to - v ' 

i*n OfeiBusyau review it and make-a final decision 
im on it after {^'developed by Lon^|||||^ & Carr? 

poj Q ; : ;: ^4 |' th e uctical plans woiddflao/contain 
pij the kx>pe of out of home adveaisitatLg 
m A: That's correct. ; 

pjj Q: Attishat’s sometimes rcfc |Pp^ |s OOH, 

P *1 out 
ps) A 


sOOH, 


home. 


fSSSSpi 


rn you describe for W wha|out of 


P) Q:>* 

m advert^ 


pj home advertising entails? 
pi A: Y&sU.^asicaliy out of home a^v^tislng is 
Mi sigrugej^'s available for rent.iilladycrtisers to 
m rent spSce on. Signage is usuaUyinA ppbllc place 
Pi that is m®if often out of doors, but notjriways. 

Pi Q; Wftati an example of outp8HS§»i- 
pi advertpi^hat would be indoti«^x.xW 
M Ap&pci|mple might be signl inplan airport 

noi tcrmiri^p^ 

ini Q: A^^hat about signs inside a sports 
(tat stadiut aj is ihat handled by your group? 
msi A: We dop't have any signs inside a sports 
(Hi stadiutPiit I recall currently, if you are talking a 
ini curTer^SS^ frame. 

(i«i Q: I^sdbtnow if the sports marketing 
(in enterprises group, do they place advertisement in sports 
(t*i arenas or did they used to? Is It a function of their 
M«l group? 

po) A: I don't know. 

pi] Q: Was it ever a function of the media group 
P 2 i which you have been involved in to place out of home 
psi advertising in sports stadiums’ 

P4) A: I do recall that In the '80s and early '90s 
po perhaps, that we did have some outdoor advertising, we 
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ii; Reynolds, had some outdoor advertising in major league 
pi sports stadiums and that was policed by the in-house 
pj media department, however, I was not involved in that. 
pi 0: Can you describe, please, what's contained 
(0 In the uctical plan regarding the scope of out of home 
to advertising? 

Pi A: What would be conuined in the uctical 
Hi plan is what geography the out of home advertising would 
Pi comprise, what timing would it be If there were ceruln 
mo) months, let's see, and the weight level of it. 
tni Q: The weight level, Can you describe what 
M 2 ] weight level is? 

msj A: Outdoor advertising is purchased on a gross 
(i4j rating points basis, GRPs, and how many GRPs will be 
im purchased is what is included on the uctical plan, 
tut Q: The more GRPs the greater the weight? 

(it) A: Yes, 

nil Q: And how is a gross rating point determined? 

(itj A: The GRPs - it’s kind of complicated. 

poj Gross rating points is a term used in advertising for 

pij every form of medium, but it's defined a Uttie 

( 22 ] differently for each medium. So in the area of out of 

PH home, since that's what you are asking, you would 

IM) actually take all of your outdoor advertising locations, 

pt) determine their dally effective circulation, take it 
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(i) times 2.1 persons per car, which is a number provided by 
( 2 j a third-party advertising industry organization called 
PI the Traffic Audit Bureau. 

(4) So you would add up all of the dally 

(5) effective circulations for that unit, and divide it by 
f*l - and that would all be measured as an 18 plus adult 
(7| number, and then you divide it by the 18 plus adult 
iij population of the market.The reason it is done that 

pj way is because the market population is from Hke census 
mo] data. 

(iij So the dally effective circulation times 
tin the 2.1 adults per car equals the total gross 
mu impresslons.That number divided by the particular 
Ii4) market's adult population, gives you a gross rating 
mu point per day and that is how out of home is purchased 
in by any advertiser on that GRP level. It’s kind of hard 
tin to explain. 

Q: 1 think you did a good job. It sounds to 
im me like you are referring to outdoor advertising that 
lit) would be seen from an automobile, however? 

A: That’s correct, and that is because that's 
( 22 t primarily what our Reynolds' out of home plans have 
pij been. 

[24] Q: And they, of course, engage in other out of 

( 2 5) home advertisings like transit advertising? 
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it) A: Yes. hut that would still be outdoors, so 

Pi that could still be measurable. 

pj Q: Would it be measurable by the same formula 

Pi you just testified to* 

is) A: Yes, the outdoor industry has tried to 
pi assign a circulation for every form of outdoor,That’s 
m not RJ Reynolds or Long, Hames & Carr.That's the 
Pi outdoor industry itself 

hj So for every form of out of home 
l^ agyertising, this formula is applied to determine what 
lirfWc daily effective circulation and so on and so forth 


Let me rephrase that,The formula that you 


to which is daily 
piliilf>ersons per car - y 

Adults per car. ^ 

sp*)tip2.1 adults per car?| 
U& fa Adults per car. |l 
Let me start again.T 
|lp§iii|tive circulation of it 
i»l toul gross Impression, ail 
[»rplus population derived^ 
P4|^%:|^iat's correct. f 
pq^l^ And 


fectjve circulation times 


gnula of dally 
ts per car equals the 
I divided by the 18 
ensus dau? 

It gross rating 




***** 


t > ■ f —• 

■ Yes |i§ 

: Is there in the tactical 
fcs & Carr consider**^ 




a particular kind of advertisement? 

Are you still talking about the out of home 


i Y «- W*t 

Ls As I said In the uceatffjpum it would say 
|jrms of the scope w|§§ g^wphy will the out of 
me appear in. Most of our brands that would be 
JSnal. If it is not national, it would say how many 
isions and we measure everything by ItfR sales 


nu gaasSo it would say the number of divisions and 
°f U.S. population and that is U.S. 
lit) households actually that is covered, 
im Q: So that tactical plan developed by Long, 

(it) Hames & Carr in terms of the out of home advertising 
t»l would give GRPs for the various RJR sales divisions? 
pij A: No, for the plan in toul the GRPs will be 
pi! expressed as a range of wherever the advertising is 
im] going to appear, whether it is in 50 percent of the U.S. 
p<i or in national will be shown, and in those areas where 
pn we will have outdoor advertising we’ll deliver this 


v - PATRICIA ITTERMAN> 

_ June 17. 1996 


-- - ---_- 

m range of GRPs. 

pj MR. SOBOL: We need to change the tape. 

pi (Off-the-record, lunch break was taken from 

Hi 12.05 p.m to 1.12 p.m.) 

10 BY MR. SOBOL: 

!«) Q: Ms. Ittermann, do you understand that 
m despite the fact that we have taken a break, you are 
(<l still under oath? 

Pi A: Yes, 1 understand. 

fioj Q: This afternoon I want to focus on what you 
in) have been doingas the senior managerof media from 199? 
he to the present, 
im A: Okay. 

no Q: In your position as senior manager of 

list media, you oversee the development of media plans, is 

tti) that correct? 

tiTj A: That’s correct. 

nil Q: And you oversee the implementation of those 

no media plans? 

pot A: That's correct. 

pi] Q: And media plans are an outgrowth of 

pa) marketing plans and objectives developedbythebusines:; 

pij brand units? 

p<] A: Yes, the media strategies are developed to 
pq achieve the overall marketing objectives. 
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p by Long. 

i)f where to geographically 


|ij Q: And your role as the senior manager of 
pj media is in part at least to be an intermediary between 
pj the business brand units and Long, Hames & Carr, is that 
Hi correct? 

in A: Long, Hames Sc Carr media department, yes. 
m Q: And Long, Hames & Carr, they develop and 

m implement the media plans as well, is that right? 
pj A: They do and 1 supervise them in that. 
pj Q: And business brand units, they develop the 
iioj marketing plans and objectives, correct? 

M ij A: Yes, that's correct, 

liij Q: And they, being the business brand units, 

iisj they work with creative agencies to develop the 

lit] advertising content of advertising? 

lit) A: That's correct. 

I »3 Q: Within the media group, is it fair to say 

ini that you are primarily responsible for two forms of 

iisj media, print media and outdoor advertising or out of 

n«i home advertising? 

poj A: That’s correct. 

pij Q: And what does print media entail? 

(Bj A: Print media Includes primarily as we use it 
pj] currently, print media, primarily magazines. It could 
P4j also include newspapers or Sunday magazines, 
pq Q: Within your department you regard 
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(r) magazines, newspapers and Sunday magazines as three 
Pi distinct forms of print media? 
pj A: Yes 

H) Q: Are there any other forms of print media 
tsj which your group is responsible for? 
pj A: Well, within the broad term magazines, 
m there are a number of different types of publications, 
l<] For^xampJe.some of thcmarc weekly magazines,some of 
pj theni are monthly, some are national, some are local, 
ito) somfe;:j|i^;^bssy, four color and some are printed on 
fit) newsprint, but they are still considered magazines. 
i( 2 j Q : Are tftc rc any others that come to mind, any 
pj] othe*,/ormsof magazines which the media group uses, or 
pi) I shield Reworks with, I guess?. 

ALwjlLas part of our media p 
utrently? |p 



(iij A: Curretaly our plans, we ui 
(i»j frequepsies of magazines.They 
poj mor|thiy, >e could be blmoni 
pil quarterly. Some could be annua 

p 2 j range of frequencies of publication 

newspapers whlc| 



h. inhere suj 
sider tl 



Jasslfl 


termr 


((j dev^ 
pj local d4 


t and implementation the 
wspapers and the 



- you 


e other 

U weekly or 
le could be 
just a whole 


group 

Hjf newspapers? 
plan. 


PI newsp^per^ such as U.SA.Today. 


pj Q: Wb&libout the Sunday ra 
pj sub-cla&ifidptlons that the me 
pj regard f&Slinday magazines? 


negate there 


P) 


s, there ai 



works with with 


U-they 



pj titles v|38#thai category, but 


Pt pret^pa# have the same characteristics, 
poj Q: Became they come out evpipSSipay? 
(iij A: AjpS^ey arc delivered within the local 


es HJR and specifically the media group, 

[i4) have aOf : fill>cess by which h reviews a magazine to 
[isj detcrn#ift%hether or not it’s an appropriate magazine to 
liej place s&SS&Mnients in? 

(in A: Yes, we have a very specific evaluation 

[i«j that’s done on each publication that * do you want me 

[isj to go into what the evaluation entails? 

pq Q: Why don’t you tell me what the specific 

pij evaluation entails? 

P2j MR. BEACH: Just so the record is clear, I 

pi) assume this in the context of 1993 to the present as you 

P4j stated at the outset of this afternoon’s session? 

MR. SOBOL: Absolutely. 


PS) 
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m THE WITNE6S: Well, the evaluation Is 

pi prepared by Long, Hames& Carr and submined to Re ynolds 

Pi media. It covers a variety of aspects about the 

Pi publication, It’s publishing frequency, who is the 
t*i publisher and even as far as their financial background, 

(ej the frequency of the publication, how often It’s 
pj published, the cost for a standard advertising page, the 
m circulation, where and how the publication is 
w distributed and the demographics of the readers of that 
[ioi publication and the source of that readership data, what 
ini specifically is on the cover date so that we - and that 
(t?) gets into if we end up using the publication and 
[ix approving and using it. 

[iij What actually appears on the cover is the 

[ix cover date, helps us determine the warning statement, 

(it) the correct warning statement rotation, because there is 
[i7j different rules for different publishing frequencies, 

{(« and the editorial focus, the other advertisers that 
( 10 ) currently use the publication, 
poi Those are all of the elements - there may 

P«1 be one or two others, but that’s what 1 recall Is the 
P2i elements of the evaluation. 

P 2 j The evaluation is submitted with sample 
PO copies of the publication and we look through the 
[ 2 *i publication. We read the editorial.We look at the 


Pag* 78 
me, but there are 
tonal 
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[ij graphics, the advertisers, and then with the evaluation 
pj and having gone through the publication, we determine 
pj whether or not it's an appropriate medium for our 
p) brands. 

m BY MR. SOBOL: 

icj Q: Now, in addition to determining whether or 
D not it would be an appropriate medium for your brands, 
to do you also go through this review process to determine 
Pi whether or not it would be an effective advertising 
(tot vehicle for your brands? 

[iij MR. BEACH: Objection to the form of the 
[i 2 ] question on the grounds that it's ambiguous. If you 
[i»l understand what he means by effective, answer the 
[it] question. 

[iq THE WITNESS: I’m not aware of any kind of 

tl*] research that exists that shows a particular publication 

[it] Is or is not effective for advertisers, so.no. In 

[ix answer to your question, no, we would not consider that. 

[«» BY MR. SOBOL: 

po] Q: When you use the word to determine whether 

pi] It’s appropriate and you use the word appropriate, what 

[ 22 ] do you mean by that? 

mi A: The reason we go through all of those 

{24] elements that I listed in the evaluation are to see that 

PX it reaches predominantly an adult audience and that it 
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( I approve it ovitri 
y mind that it was a^sdu&fHibli cation and an 
ropnate vehicle. 

|f there is incompletp data or if there U 
^question in my mind tKat it Could be mis-perceived, 
construed. I also haVe that -take that evaluation, 
ijple publications, thi&u^sir law department and our 



lie relations department and we make a consensus 
ment. 

i Since 1995. when |^gobt?lned your current 
tion. have there been any magazines which you have 
S able to approve outright? 

: Yes, after reviewing the evaluation and 


l.qpgO: Of course, after going through all those 
the evaluation which you discussed? 

|i7) A: Yes. 

ittj Q: And can you tell me which magazines you 
n»i recall that you approved outright since 1993? 
troi A'. 1 can’t tell you ail of them.! can give 
pi] you an example of a magazine that I have approved 
l»] outright, In Style magazine. 

!»j Q: In Style, two words? 

A: In Style, yes 

pi) Q: And do you recall any others since 1993 



P»j« 62 
uld be no question 
ilication and an 


in advertisements In for the first time since 1993? 
ft} A: I don’t recall the first year that we would 
pi have advertised in Spin.l don’t recall offhand the 
W year even it was launched or even if it existed in 1993. 
rsj Q: Do you recall whether or not you 
M participated in the review process for Spin magazine? 
m A: Yes, I believe I did. I can't recall 

Pl specifically if that occurred prior to '93 or after or 
pi post ’93. If it was posp’93,1 would be sure that I 
lit? participated In it. 

lit) 0: Do you recall whether or not it's one that 
nn you approved outright or one that you sent for 
in) evaluation? 

A: No, because I cannot remember if I'm the 
[in one who approved that. 

[to Q: Your authority to approve a magazine 

( [i7i outright, did that Stan with your new position that you 

in) got in 1993? 

A: Yes. 

Pol Q: In connection with Long, Hames & Carr 
pi) preparing the specific evaluations for magazines, do 
m they conduct their own independent research or do they 
pa) rely on syndicated industry research or both? 

I24j Ai They do not conduct their own research. We 
pn use the information on the readership of publications 
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it) that is available, free syndicated research, and if not, 
pj if the publication is not included in syndicated 
pi research, the publication provides us the research and 
Mi the source of the research for their readers. 

Pi Q: Does the publication also at times provide 
n you with perhaps a demographic breakdown of its 
m subscribers, for instance? 

Pl /^Jn the course of meeting with media 
P) suppliers they may have subscriber research in their 
(io) med&|$£ but that is not - that is something that we 
ini - that is not a particular thing that we look at in 
li?j making a decision on whether or not to approve a 
11 3] magazine. ’ 

|i«] not in and of itself' 

rrect 

eview this subscribe rship as pan 


IQjv*: i c y.> Eyfogfl#|T«X 

fn 




when 

j made a decision, a collect^ 

Hi?® 

IRto r 


I oiiol 


sherand 
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to A: We would always look at third party 
Pi research first, but there are some cases where that does 
pi not exist, and in that case we get the best information 
M that is available from the publications and we would 
in nuke a collective judgment on the full breadth of all 
pj the other elements in the evaluation, 
m Q: But there are times when you rely solely on 
«j information provided by the publisher, is that right? 
l») MR. BEACH; Object to the form of the 
ttoj question on the grounds that it misstates the witness' 
ini testimony. 

m THE WITNESS: If there is no third party 
io] research available we would rely on the information 
(i4] received from the publisher, but let me give you an 
lit] example. 

lit] A new publication, and 1 believe I used the 
iit] example before, for a magazine that 1 had approved. In 
tm Style, when that magazine was initially launched it 
pi] would have had no reader information because it had no 
poj readers yet, so the kinds of information that we would 
PD require from the publisher and base our decisions on 
P 2 ] would be primarily the prototype, the editorial and 

ps) graphics, etc. of the magazine as well as how they were 
pi) planning to distribute the magazine, and if they were 

pt) soliciting subscribers, what kind of lists were they 


Ii] /pips®! recaU, but there 
pi few dN^&here the publisher 


the information, 
Attesting to that 
gtoSour agency, 


Pl but inthatyasc he would have 
H) infonriSfiih and putting It in 
Pi Long, «anru|s & Carr. 

Pi Q: Btffherc is no general pcdteyttuMi again 
P) agalnsRl|ike that. F 

PI ThfWt no general policy t|ia*p^ 
pi insiSffplipn third party inde^enjent.xesearch to 
lioj dctermhlS^his kind of InformafolBnfllved in the 
pi) cvalua^^pf the magazine? 
i«] MR l&sftCH: Excuse me, let me object to the 
l<>) form <|h|^ question on the grounds I think we are going 
Iu] to injecOmbigulty into the record. What do you mean 
(is) by thipru<imation? If you could specify that in your 

„S] questiP^ 

PT) BY MR. COBOL; 

lit] Q: Sure.The Information provided by the 
(t»j specific evaluations or whatever information that the 
poj publisher and/or the syndicated research provides, my 
pti question is whether or not there is a policy at RJR to 
pa) insist upon independent third party research apart from 
Iasi that provided by the publisher in order to make a 
P4i decision in determining whether the magazine is an 
psi appropriate medium for your brands? 


affcase he would have 
iifi and putting It in 

t rrt|s & Carr. 

there is no general p obeytiteh again 
kc that. 

. no general policy 

Sfion third party Inde^enJent.jesearch to 
tfckhis kind of InformaJroiTOVillved in the 
in : pf the magazine? 

BAOH: Excuse me, let me object to the 
^question on the grounds I think we are going 
ambiguity into the record.What do you mean 
u&mation? If you could specify that in your 


tt) using to solicit subscribers. 
pi So there is a wealth of information that we 
P! may ask the publisher, but we use it all in combination 
(4] with all the other elements of the evaluation to make a 
pi decision. 

ID BY MR. SOBOL; 

m Q: The syndicated research which Long, Hamcs & 

[») Carr employees in developing these evaluations, what are 
pi the sources of that syndicated research? 
i<oi A; You are talking currently still, it‘s MRI, 

(it) MRI’s annual study of media and markets, 
tin Q: And MRI is the media - 

A; Media Market Research, Inc. 

Q: And since 1993, has Long, Hames & Carr used 
tin any other syndicated research? 

KH A; Prior to -1 think it was last year when 

iit) they began using MRI, prior to that they used Simmons, 

(til the Simmons annual study of media and markets, 
im Q; And that's Simmons' Market Research Bureau? 
poj A: Yes. 

pi) Q: Just so I understand, Long, Hames & Carr 
m only uses MRI currently, MRI data currently? 
psi A; If you are talking about in formulating 
pi) plans for R J. Reynolds, yes. 

pq Q: And does Long, Hames St Carr provide you _ 
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in with a copy of MRl's annual report? 
pi A: No. 

PI Q: Is there a policy against MRI providing you 
Hi or not providing you with their annual report that you 
it) are aware* 

i«i MR. BEACH: Excuse me, object to the form 
m of the question 1 don’t know whose policy you are 

V* 1 rc C crr,n « to 

fm | BY MR. SOBOL: 

My question is whether or not RJR has a 
policy against being supplied marketing reports, 
litfiitsvad icated marketing research reports? 
yi3) A: Syndicated marketing research reports for 
t^'annual studies of media and markets by either 
^(i^pmmons or MRI arc avali*blc|pr purchase by any 
f^M^ertiser or agency orpliti'Mion. Since our 
b sBsssBkpendcnt contraao^Long, f Rames & Carr, already 
: ini purchases that study, tHerefis'np need for Reynolds to 
purchase it. piilnf 
Is there a policy purchasing 

I») A: No, not that I'm aill§T§li 

pfel^Where is Long. Hi^g^arr? Where are 


pCthcyfocatcd? 
p|®%: They ^ 


n-Salem, North 


Pap* 90 


your job 

6 occasion to visit their 


5 1.na, f ] 

Is it downtown Wfjjplf^alem? 

^ A: It wouldn't be considered downtown 
^Ptston-Salcm. 

Q: What's their addr ess? 

140 Charlois Boulevard. J 
® ; *0: And in conncctiojjilSiBS^our job 
*tSponsihliities, do youihavcaa occasion to visit their 

3 ces from time to timerf 
From time to time, yts. I 
And from time to time, have you had an 
$$daslon to review MRl's annual marketing report while 
yoy were over there? 

No. I have not. 

^sQ: And what about when they were using 
SSii^ons, did you have an occasion to review the Simmons' 
annual repon while you were visiting Long.Hames & 
Carr? 

A: No, not that 1 recall ever. 

Q: Do you have an understanding of whether 
MRl's annual report contains demographic data on 
magazine readers under the age of 21? 

A: Yes, I knew that both Simmons' and MRl's 
annual study of media and marketsare conducted among 18 
plus adults. 


v * PATRICIA ITTERMANN 

____ June 17, 19 ')H 
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|il Q: Are you familiar with any - are you 
PI familiar with STARS? Have you ever heard of STARS’ 
pj A' 1 have heard of it 
H) Q: What it STARS’ 

It] A: It it • - it’s one of the ttudiet that It 
P) done by Simmons that measures under 18 readers 
m Q: Do you know what STARS stands for? 

PI A: I would be speculating if 1 said 
P! Q: Have you ever heard of the Simmons Teenage 
[tej Research Study’ 

|i <1 A I may have. I may have heard of it, if 

[tzi that's what STARS was also called or something 
US) I have no reason to know that because we 
(M| don’t ever look at that kind of data 
lit) O: You have heard of the 12 Plus Report? 

[<«1 A For MRI? 
tir) O: Ye*. Have you’ 

[it) A Yes. 

(it| Q: What’s the 12 Plus Report? 

poi A The 12 Plus Report would be taking their 

pi| annual IB plus study and combining it with tome teenage 

pa] research that they may have done. 

IP Q: And Ed Bladcmer, he la your supervisor now 

(24] at Reynolds? 
pt) A Yes. 

Pag* 92 

t'l Q: Did you have a conversation with Ed 
( 2 ) Blackmcr regarding the 12 Plug Report? 
m A: I may have, but this get* In the area of 
pi possible privilege because It was at an attorney’s 
(tj request In response to some regulatory issues. 

Pl Q: Why don’t you tell me what the nature of 
pj your conversation was between you and Mr.Blackmer 
pi regarding the 12 Plus Repon? 
m MR. BEACH: Excuse me, Ms. Ittermann. to 
[ioi the extent that that conversation was conducted at the 
[ii] request of or for attorneys or there were attorneys 
[i 2 i present, I would instruct you not to answer that 
no question. 

(i4) MR. 60B0L: Let me ask a couple of 
[ii] foundation questions then. 

[iq During this conversation you had with Mr. 
nr] Blackmcr regarding the 12 Plus Report, were there any 
nil attorneys present? 

no THE WITNESS: There may have been, I don't 
poi specifically recall. 

PH BY MR. SOBOL: 

(so Q: In preparation for your deposition here 
PO today, did you read Ed Blackmer's deposition transcript? 
po A: No. I did not. 

PO Q: Did you discuss with him his testimony? 
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Mi A: No, sir 

pi Q: And did you discuss with him his testimony 
pj regarding his conversation with you about the 12 Plus 
Ml Report 5 

[SI A: No. sir I don't recall specifically that 

161 I had a conversation with Mr. Blackmer about that topic. 

Pi If I did it would have been in the context of the legal 
w request x 

M Q: Do yc|u know what the nature of the 
not liug^^as pending at that time? 

MM f$R. BEACH: Let me instruct you not to - 

M 2 ] if ypstgg^some independent knowledge of that, that's 

M») fineiJLf the knowledge was derived from lawyers, then I 

M4j instpilCtypii not to answer that question. 

ms] L.JLj BYMR. 6 O&CR 4 

Me] d: Bo ycru know the name ojfihe case that was 


[it] A: I don't know what I'm supjx 
MB] I^SpiCH: If you learned the i 
po) froK, lawyers, I would just assuqSi 
pi] T^iE WITNESS: Yes, I leamedth 
p?l infom^tlon from lawyers. 


I want to instru 


tauestk) 


ps] MRSOBDL: You 


to do here, 
imatlon 






|i] ansp^P^ther or not she kne| 
t 2 ] llUgatra^Rrat’s confidential inife 
PI MR.iiEApH: I'm instructing h^ 

W answe^ftrmation that she dew 
pj answepquestions about work thi 


Pi answe 
pi answe 

l«] MR. gjDBO L: So as far as you |iT Concemed 

pj THE VWNESS: I was wonde «|a ^ p^ ould 

pj Could I ask you a question? 

[toj MR.^fSSSdH: Sure. 

M tj MR. J©HOL: Yes, you can take a break 

M 2 ] becau&p&iur counsel has instruaed you not to answer 
m»j whcthfjrvgu knew the name of the case and I would like 
(i 4 ) that mllruCilon certified and then we can take a break. 

[is] (R#lllwas taken from 1:43 to 1:47 p.m.) 

„ e) BY MR. SOBOL: 

Mh Q: Prior to Long, Hames & Carr relying solely 

ini on the MR! annual marketing data, it relied on the 
ini Simmons syndicated research? 
po) A: Yes, the Simmons annual study of media and 

pi) markets. 

P 2 i Q: Prior to use of MR1, did Long, Hames & Carr 

pj) rely exclusively on the Simmons annual study of media 
P 4 ) and markets 5 

pi] A: In conjunction with their work for 


Page 94 

a me of the 
n? 

$fro 

frdm lawyers or 
re^Jd for lawyers. 


M 2 ] becau 
Mi) wheth 
[i 4 ] that in 
[it] (Rt 


P*g«e5 

iij Reynolds, yes, they did. 

Pl Q: What’s the name of the MR1 report that 

Pi Long, Hames & Carr uses in conjunction with their work 
H) for Reynolds 5 

[si A: I am not absolutely certain of the specific 
Pi name,but it's the annual report of media and markets 
n that's conducted among 18 plus population and it 
Pl combines the -1 think MRI has a spring and a fall 
pi wave, and it combines them into one annual study 
[to] Q: In connection with performing specific 
Mil evaluations of magazines, does Long, Hames & Can- 
tit] communicate to Reynolds the MRI Information pertaining 
Mi] to 18 plus readers? 

[» 4 ] A: The MRI information - I'm sorry, I may be 

[is] misunderstanding your question. Are you talking now 

[it] about the media plans or the evaluations of magazines? 

[in Q: Yes, my question was about the evaluations 

(til of magazines, to determine whether or not they are 
MU appropriate. Let me ask you, in connection with 
po] providing specific evaluations to determine whether or 
pi] not magazines are appropriate for advertisement of RJR 
[ 22 ] brands, does Long, Hames & Carr communicate to you as 
la; senior manager of media the information contained in the 
P 4 ] MRI annual report of media and markets pertaining to 18 
p<) year olds and older? 


Page 06 

!i) A: In doing the evaluation, they may use MRI 
( 2 ) as the source of the data when they show what the 
P] demographics of the publication are, and it would be if 
Pl they used MRI data or our targets in what we look for 
m now and what we would be approving the publication for, 
id are 21 plus, and as pan of that they would show the 21 
pj plus adult smokers. 

pj Q: Do any of these evaluations provided by 

pj Long, Hames & Carr contain demographic breakdowns of 

no] persons 18 to 21 ? 

[hj A; Let me put it in context.We arc not 
M 2 ] talking anymore about MRI data, correct? 

[is] Q: I’m talking about the specific evaluations 
M 4 j that Long, Hames & Carr does for R}R which contain 
[isj demographic data, do they not? 
mb) A: Yes, they do. 

nn Q: That demographic data, does that contain 

(iij information pertaining to persons of the ages 18 to 21 ? 

(ibj A: If the source of the data was MRI, it would 
poi not. If the source was another third party research or 
pij whatever research is available on that publication, they 
ps) may show the percent of readers In various age 
p*j categoriei.Tradltionally in the advertising and 
[24j publishing and research field, there are - the standard 
(kj age breaks ate 18 to 24,2$ to 34,3$ to 49 and 50 plus. 
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valuations for 


h Long, Hames& Can¬ 


es not ronta&i information pertaining 


at information is 


1 SllIililtllMj 


It )■ 


FTofT«u 


i 


have kind of built in a buffer 
tot approve a publication if It 
than 23. 

t relate to who you 

sing or whatever sort of media 

r or not you are looking for 

readerships. 

ler or not you look at 

ilar magazines to determine the 

ling that magazine? Do you look 

:ent of the readership 


rrrTTTTTOi 


e is doing the best 
luestion. If you are not 
why don’t you ask her another 


P«9*es 

PP^B to 21 year olds at 
from an MRI re 
Pi®; % That’s correct. 

What efforts, if an^ ; Soesiieynolds 
is^%ug|cntly engage in to determine the percentage of 
i«i rlt^crship between theytges o|18 and 21 of the 
m^^^tzlnes in which it atfllitfls? 

Wc do not do anytjpip^ry to determine 
PPSI|percentage becaus^wl at^ interested only in 
iiojPsding what the percctSW® Icrs who are 21 plus is 
inpi&juse that is who our products are marketed to. 

Does Reynolds have any information on the 
lu^ercenuge of readership that are of the ages of 18 to 
(i«fzrW» the magazines in which it advertises? 

We don't look at that information. 

"CP ; 8b there is no expressed effort to look at 
nn that information in order to avoid advertising in 
mi magazines’ 

it»i A: We look at the readers of the publication 
poj who are 21 plus. Like I said previously, in some cases 
pd depending on the research that is used to describe a 
pri publication's readership, that information may be there, 
im] the readers 18 to 24, for example, but that is not - 
124] that’s just describing the readership.The readers that 
psi we arc Interested In and why we would approve it, a 


Pag* 100 

ID BY MR. SOBOL: 

7i Q: I want to know if RJR looks at readership 
m data of persons between the ages of 12 and 21 to 
W determine how many of those readers are in that age tn 
m group? ix> 

is) A: No, we do not. £ 

m 0: You don't look at that? 

m A: We do not. w 

n Q: And by primarily being the age of 23 or © 

[10] older, do you mean more than 50 percent? 

I'D A: The median age of 23,yes, that would mean 
[in half of the readers would be above that and half below. 

['« Q: So median means more than 50 percent under 
ns] that definition? 

(is) A: I know if you Une them all up, the one in 

lit] the middle, so that each side would be equal, would be 

[in the median. 

(11) Q: So that half the people, at least half the 
[is; people are over the age of 23? 

poj A: That’s correct. 

pd Q: So it’s conceivable then that if, say, a 

7 D median age of 24 for a particular readership of a 

pi) magazine, that half those people would be above the age 

pi] of 24, is that correct? 

p« A: Yes, that’s correct. 
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It] Q^p^^rmlning - strike 

Pl As a h$S8peUcal, if RJR determihcs|hat a 

PI magazine K|s a median readcrshk^il^ years of age, 


hi does it i 
pi percerij 

PI A: InWecontcxt of the evaiiwtion i^iviU 

Pl show hWt|rr the research has feltfrlonducted and it n 
t»] show, Said, the standard ag^pi| used in 
pi advettpnp&o we would be able toi|eeJf there was a 
poj pcrccnfekge;18 to 24, but beyonJlmfr^veU, if the 
pij magaztfiP&as in MRI we would certainly be able to 
nai determiBS^e 21 to 23, but for other types of research 
pi) we wo||id ry)t have that information available. 

(Mi O: Fdrjhose magazines that are in the MRI, 
ini does IU$nilke. a specific effort to determine the age, 
lit) the aveSSg^^m on California time, so I’m a little 
(it) jet-lagged today. 

i<«) A: If you are asking if we make a specific 
list effort to look in particular to only the 21 to 23 year 
pot old percentage of readership, no. we don’t. Because 
pt] once - if we know the median age is 23. we know that 
pu the demographically or age-wise that publication does 
pij not reach an audience primarily under 21, and so it Is 
P4] appropriate. 

pt] In the context of then including that 


ige in a further efforfKrdetSrmlne the 
pf readership bctwcentheagci of 21 and 23? 


tJory^lviU 

ref ibnductedand it may 
used in 

to|sceif there was a 
lUpIveU.ifthe 
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Pl Q: And that would be the demographic data? 

Pl A: Yes. 

pi Q; Would they also update the editorial focus, 

hi the evaluation of that? 

is; A: There is - a publication, even If we have 

n used it in the past, would get the full evaluation, if 

Pl there was some basic change of the magazine, either the 

[•i change in its editorial focus or in Its basic business 

Pt fundamentals. 

pot Q: Like a new publisher, something? 

ini A: It would be more than a new publisher. It 

im would be they would dramatically change the way they 

ii»i were doing business. If they used to be 90 percent 

(i4( subscription and now they were going to be 75 percent 

tip newsstand, something tike that, a major change, in that 

lip case a complete new evaluation would be done. 

[in Q: Can you tell me in greater detail what the 
lit) composition of the demographic data is that Long, Hames 
tin & Carr prepares in connection with performing these 
poj specific evaluations of the magazines in which RJR 
pij analyzes to determine whether it’s appropriate medium 
ra for your brands? 

tssj A: I think you are asking - that was a long 

[S 4 | question. I believe you are asking what demogtaphics in 

pi) addition to the age that they would included in an 
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r prepare a 

f People Magazine was 
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^^H^bcation, so If it wa£apubli£atJon which was 
^P^ccntrated In the evaluation would say 

(#athaj, the circulation is cojr^|Sratcd in the Midwest. 

What about Pcopj&iiSgatlnc, does that set! 

#be|icr in any particulai|p«t^thc country that you 

wW^awate? j 

I wouldn’t off thel^pi^ny head be able 
iPPtdl you. 

Would Long, Harries & Carr prepare a 
iil^f^akdown of where People Magazine was 

and week throughout the country? 
ni^pA: If I requested that from them they would be 
t# able to do it I could get that Information myself from 
nlflllther outside advertising Industry, a service called 
ofpftie Audit Bureau of Circulation. 

(<§^^S^)oes Long, Hames & Carr access the Audit 
p7) Bureau of Circulation data in preparing of evaluations 
nil for which magazines to place ads? 

(i«i A: The Audit Bureau of Circulations reports on 

( 2 oi each publication are important media planning resources. 

pii They help give the answers to not only where 

( 22 ) publications are distributed, but some of - you know I 

(?3) mentioned earlier the financial background standing of 

pi) the publisher, that we want to be sure that we are 

( 2 S) buying - that what we are purchasing for our brands 
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vestment, and the Audit Bureau 
guaranteed circulation of every 
nths and will show when a 
ng circulation or they are giving 
of the things that arc 
j their business is. 
oreau of Circulation have 
on those reports? 

[ional sales breakdown or 

distribution of a 
, and then it’s all circulation 
u of Circulation, 
ere It goes, it doesn't 
n? 

i a magazine circulation 
drculatlon, do people pay for 
itt is non-pald, things like 

morning that ItfR has 
is within marketing, is that 

* is divided into sales 
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|i) Q: And what are those divisions based on? 
izi A: I don't know, that's outside of my area. I 
pj don't know how they are determined. 

Hi Q: Is it a regional division? 

PI A: We have four sales areas and then we have 
m sales - I forget the number. We have a number of sales 
p; regions, and within each sales region we have sales 
pj divisions. 

Pi Q: The four sales areas, are they broken down 
not geographically? 

lit) A: Yes, that's tike western, southern or 
iis} northeast. I forget the name exactly of the other one. 

[t» I think it's Midwest or - 

iM) Q: As part of the tactical plans that are 

[iq developed and eventually passed on by your media group 

[it! does that include decisions of where to place 

(it) advertisements within those particular areas, regions or 

tit) divisions? 

no) A: Within the tactical place - well, in doing 
(to) the whole plan we would have developed a strategy 
pi) possibly that if it wasn't going to be national media 
172] plan, that these were the important regions or 
(23) divisions.That should be covered by our media plan. 

(34) That's determined really by the brand marketing group, 
pi) Q: So how does it work when you have a 


COVERING NC, SC.GA A TN 800-333-2082 Mln-U-Scrlpt* 


(29) Page 105 - Page 10 


OlifsRIsTSVInSwsf 


u csf. ed^;ticMm^^E’aOQ/pdi , J 


51931 4512 W01086398 




























PATRICIAITTERMANN 

June 17, 1996 



THE PEOPLE OF THE STATE OF CALIFORNIA, ET AL v. 

PHILIP MORRIS, INC,, ET AL 


Psgs 111 

in G: What about RoUlngstone? 
m A: Roliingstone currently would be used for 
Pi advertising by Winston and Camel. 

Hi Q: And Spin? 

Hi A: I believe it's also Winston and Camel 
Pl Q: What about Sport Magazine? 

Pi A: 1 don’t recall specifically. I believe it 
K is being used by Winston. 1 am not certain if it is 
being currently used by Camel. If may be. 
t*e 5 Q: And Sports Illustrated? 

HD A: As 1 recall, it’s being used currently for 
ti 2 ) advertising by for Winston, for Camel and for Dotal. 

(i») Q: And TV Guide? 

Ii4j A: TV Guide may be used by Winston and it may 
(is) be currently used by Doral. I’m not certain. 
n»l Q: Is RJR currently marketing Salem 
im cigarettes? 

(<tj MR. BEACH: Object to the form of the 

!«#! question, lack of foundation. You can answer. 

poj BY MR. SOBOL: 

pi) Q: Let me ask you a foundation question. Does 

pa) RJR sell Salem cigarettes? 

pq A: Yes. 

(mj 0: And do they advertise those cigarettes? 
pq A: Yes. 


Pagans 

m Q: Do you know what magazines, if any, they 
Pi arc advertising in right now? 
m A: Well, 1 need to put some context in this, 

HI that Salem, if you are talking currently. Is in test 
m market only, and so they are not in national magazines 
Hi such as the ones you just mentioned, unless they 
Pi possibly are in a local edition of a national magazine. 

P) Q: Where are they being test macketed? 

Hi A: They are being test matketed in New York, 
no) Q: Has there been some - strike that, 
tit) MR. BEACH: We have been going about an 

[is] hour and ten minutes since our last break aside from the 
tit) short break we had. 

Ii4) THE WITNESS: I would like a break, 
itq MR. BEACH: Fine, can we take a break? 

HD MR. SOBOL: Yes. 

it;) (Recess was taken from 2:21 p.m.to 2:36 p.m.) 

HU BY MR. 60B0L: 

(tti Q: Ms. Ittermann, would it assist you in 

poi carrying out RfR's policy not to target non-smokers 

pi) under the age of 21 to review statistics regarding 

p 2 ) magazine readership of persons under the age of 21? 

pi] MR. BEACH: Let me object to the form of 

P4j the question on the grounds it misstates the witness' 

pq testimony. 
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and older. “ “ 

Would it have assl#^^in your media 
pi] ||j^rtment tn detenulningjtaw^your advertising was not 
Maying persons 18 yea||^|.ypunger to have requeued 
(V.jor reviewed sutlstics re garding the perccnuge of 
I6) "te*derships of magazines who Me under the age of 18? 
mpi#. BEACH: Could yo^gi^c question 
please. WsW 

gglprfhc record was rcadj 
i.o^pt. BEACH: Object of *** 

ini^^tion to the extent it purports to mischaracterize 
ii?i ^p ; witness' testimony. 1 also think It's confusing, 
ns]you can answer it, go ahead. 

(Mjpil^E WITNESS: 1 think it's a confusing 
[is]|jpa^ion.too. 

■is kid BY MR. SOBOL: 

(in Q: What’s confusing you about It? 

(is) A: Well, first of all, our company has a 
list policy that we do not look at Information about people 
t?o) under the age of 21. Our products are marketed to 21 
pi) plus adult smokers, so we don't look at or track 

(33) information for anyone who is not a smoker and an adult. 
(33j So you are, I believe, in that question 

(34) asking me to speculate on whether or not it would have 
PS) been helpful, but we simply have a policy wc do not look 



(i) THE WITNESS: I think 1 need It read back. 

( 2 j (The record was read,) 

pj MR. BEACH: 1 reiterate my objections for 

ki the record. 

Pi THE WITNESS: I repeat, I think 1 said this 
n previously, that 1 can't answer that question because 
P) you are asking me to speculate on whether or not It 
n would be helpful. Wc do not do it, so I can't answer 
pi that question. 

do) BY MR. SOBOL: 

(t«) Q: So you don't know whether It would be 

(in helpful or not to avoid influencing minors to have 

[tsi information regarding the perccnuge of minors who read 

[i4] the magazines in which you place your ads? 

hts MR. BEACH: Same objection before as to the 

(i«i prior question. 

(in THE WITNESS: Am I suppose to answer? 

(i»i MR. BEACH: You can answer.I repeated my 

(tai objections that it's asked and answered, atgumenutive 
( 20 ) and also compound and misstates your testimony, 
tsi, BY MR. SOBOL: 

( 22 , Q: l just want to make the record cleat, Ms. 
m Ittermann. You are not saying that it wouldn’t be 
1*4) helpful? You are saying you don’t know whether or not 
! 2 S) it would be helpful In influencing minors, isn't that 
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<t] correct’ 

pj A: Well, t am raying that t don't know because 
pj we have not looked at it in terms of doing our media 
Hi plans 

isj Q: Safe to say, though, that RJR does not 
tei review information regarding minor readership of the 
Pi magazines in which it places its ads in order to avoid 
Pi influencing those minors’ 
pj A;. Reynolds absolutely does not look at 
[ioj rea^fe&Alpfof however you stated it, underage readers, 
mi because our plans are based on trying to reach adult 

msj «mc|jM^plus. 

[i3j ckSo having information among - about the 
lit) readfetthlp tinder 21 would no^ssist you in 

list /^fllmfornution that we l|^e is^formadon 
nn thafl*31i;M^> us to determine t^at thfrfnagazlnes which 
lit) we approvedo not reach primi||j||p|udience under: 
ii»l your responslbllltl« and 

po) ovebedmtsihe implemcnwtion hf|be media plan is to 


list A) The Information that we hive is information 

nn thafl*31i;M^> us to determine t^at tht rnagazlnes which 

lit) we approvfdo not reach prinuril|knaudience under21. 

ii»l your responslbllltl« and 

po) ov- n ’tingthe implementation c ? *it- - dia plan is to 

pi) review the budget from time to ktolL^ 

pa) A: Yes, that's correct, the media budget, 

P3| that's cgpct, 

P‘i 0 And w^t doesjhejnedla :M«tfntaU’ In 


t cove 


psi other wo 
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hi deposition today, did you review any of the deposition 
pi notices that have been issued in this case’ 

Pi A: Yes, 1 did. 

w Q: And did you review those aspects of the 

Pi deposiuon notice that requested information regarding 
pj annual expenditures of certain advertising’ 

Pi A: In regard to media or print or form of 
P) advertising? 
pj Q: Yes. 

(ioj A: Yes. 

in) Q: And do you know what the annual 

[i 2 ] expenditures are within Massachusetts for the media as 

li3) it relates to print advertising or print media? 

[i4j A: There is a number of problems with the way 

(is) that question is stated.The basic problem is that we 
[i«i do not track our advertising expenditures on a state by 

[it] state basis.As l explained to you previously, our 

tit] plans are done on the basis of RJR divisions, regions 
HD and sales areas. 

po) Q: Which sales area is Massachusetts located? 
pi) MR. BEACH: If you know. 

PD THE WITNESS: I believe that that is in the 
pi) northeast, yes, northeast. 

PD BY MR. SOBOL: 

PD Q: And is Massachusetts within a specific 


»st of the 


1TI 




<|]i 

4*jWH*l*Hi*WivfvFJI i 


urn 



1*1 T"] 


HPB 


l8lBm : YM 11 a B ; 1*1 jf§PPBP 

■inf'irn t'A.'i 4 rwwyr.* TZTmi F7»T 


a 


(i) region? 

pi A: No, It Is not.We have a region that’s 
Pi called the Boston region, but that region also includes 
Hi Rhode Island, and there are parts of Massachusetts such 
(D as Springfield, Massachusetts that are in the Buffalo, 

ID New York reglon.There maybe »ome other little 
Pi anomalies like that, but that’s an example of how our 
Pl sales divisions and regions are not on state lines. 

Pi Q; And do you know whether or not any of the 
PD sales divisions encompass Massachusetts in whole or in 
part? 

A: There may be some divisions that are wholly 
[is] in the State of Massachusetts. 

(u) Q: Do you know what they are? 
iiD A: I don’t. 

Q: Do any of the divisions cross state lines? 
tm A: They may.There may be some that do. I 
ini don't recall offhand. 

[in Q: Do you know if there is any divisions in 
pd Massachusetts that cross state lines? 

A: I don’t know, I’m sorry. 
p 2 ) Q: Do you know what the annual cost - sorry, 
ps) the annual budget was for the Boston region currently? 
P4] MR. BEACH: Budget for what? 

PD MR. 60B0L: Media space. 
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What's the current annual budget /or media 
pjsn^e for Camel? IpiUHi 
laJI/R. BEACH: Let me objep^p the form of 
i4:lhf ^uestlon because Itp^Bt c|ear to me that the term 
iggme^lia space has been Refined. 

(<?^^IR. SOBOL: She used It, norjyne. 
tpi^HE WITNESS: Medi^peg^s just for that, 
i^S^for the space. It doesn!t.lndude the cost of 
^s^S^duedon of the matemll'tnait go on that space or the 
iit^^ktivc development fpe^tii^ything like that, so media 
cost for Camel 

BY MR. SOBOL: 

lira Q: Which is your area, right? 

Yes, In this current year, are about the 
S60,000,000. I'm sorry, I can't be so very 
ii^tgi&^Ic.Thc cost does fluctuate month to month a 
(in little bit.That includes Red Kamel advertising as 
lit] well 

tiei Q: And that's Camel with a K, right? 

I»i A: Yes 

tail Q: Red Kamel? 

pti A: Red Kamel, yes, Kamel with a K. 

mi Cl: And that Includes the whole Camel line? 

(24j A: Yes.it does. 

PH Q: Lights, widcs, whatever? 


|i) brands which you are responsible for in the media space 
Pi budgeting? 

Pi A: Other brands that may be less than 
W national? 

Pi Q: Yes. 

tq A; We this year have a little bit of 
m advertising media spending behind Eclipse, which is in 
pi test market. 

Pi Q: Any others? 

iio! A: Not that 1 recall, 

in) Q: Are there brands of cigarettes which RJR 
(it) markets for which you are not responsible for the media 
[it; space budgeting? 

(Ml A: If your question is, are there other brands 

(is) that Reynolds markets, but are not currently using 

(itj media, yes, there aic.They would include More, Now, 

(in Vantage. 

lit] Q: The Camel mid $60,000,000 budget, is that 

(it) allocated between print media and out of home media? 
poi A: Yes, it is. 

pi] Q: Do you know what the breakdown is 

( 22 } approximately between those two? 

pi] A: I believe that including Red Kamel in the 

P4] whole budget it’s about SO - it’s almost 50/50, between 

PH print and out of home, maybe 52 percent out of home. 
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Q: And sitting here today, you are not capable 

Pi of determining the amount of money aUocated in any 

pj specific state* 
hi A: No, I am not. 

(<] Q: Including Massachusetts and California* 

HI A: Thai's correct, because we do not track our 


'I- 


[7i spending that way. 


(•) CftsWhat^bout Winston, what's the breakdown 


t»j bet 


: and out of home advertising? 


Jioj 


A: is spending probably about 

Oil $50pX).00Q of its total in outdoor. I don’t offhand 
lit] rea|l^P ; pcrccntage that is. 

(i»j Q^So about $30,000,000 for print advertising? 

ut Doral? = 

A: Doral, 1 believe, spends so die thing like 60 



ti7] to 6! 


lit] 

ft) 



t of its spending in 


een 40 and 35 
ese numbers are as 
poj recapfSs*$:|evicwing recent bu 
pi) Q: Are you familiar with 
pal American. Medicine? 

A: 

Q: Ammu «n 



t»] 

PC 


pi] Kim 




titled Ajfe^ent Ensure To Cigarette 


tij Advi 
PJ A: 

PJ 0: 
hj in com 
ts) that ha 
i«i past yi 

m reade 
Pj M 
pj the 4“ 
(i 9 | lacks 
in] MR 
p!) witnes: 
list discus 
im] profess 
(in the pa 
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ftj answer If you can. 

pi THE WITNE6S; I would have to hear the 
\ pj question again. 

Hi BY MR. SOBOL: 

pi Q: I’m asking you whether or not as the person 

pj who is involved in the implementation of the placement 

Pi of magazine advertisements on behalf of one of the 

pj largest tobacco companies In the world, whether or not 

pj you would have an interest in a professional journal 

[to] article which documented that cigarette advertising Is 

HD positively related to youth readership? 

H 2 ) MR. BEACH: Let me object to the form of 

u»i the question on the grounds that the lawyers, counsel 

Hi) for the plaintiffs is testifying. He is 

[it] mischaracterizing the article and he is asking a 

[isj question that's outside of the scope of the notice of 

[im this deposition. Subject to those objections, if you 

{isj want to try to answer the question you can. 

[ts; MR. SOBOL: I'm not mischaracterizing the 
po) results of Charles King. 

PD MR. BEACH: The article speaks for itself, 

P 2 ) counsel, and we don’t need to debate its content or its 

pai accuracy here. All I’m saying is that the question is 

pi) inappropriate for the reasons that I have identified. 

[ 2*3 The witness is free to answer the question if she can. 
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Magazines? 

?l'm not familiar with 
aware of any or ha^$#@u discussed 
n with your work ahy pfoftssional journals 
Icles that have cofhe but during this 
ing cigarette advet ^jfea lth youth 

magazines? ; . 

H: Let me object tolilplii of 
on 'he grounds tha incckt«s6 1 is testifying, 
tion 

L: I'm allowed to lead this 
asking her whether or not they have 
thin RFR, as far as she knows, any 
journals, articles that have come out in 
hich show that cigarette advertising is 
ii«i posiUveTyreSited to youth readership? 

[it) THE WITNESS: I am not aware of anything, 

[isj any discussions. 

(i*i BY MR. SOBOL: 

poi Q: As someone who implements the placement of 
[ 2 tj magazine advertisement of Reynolds Tobacco products, 
pat would such a subject be of interest to you? 
pj) MR, BEACH: 1 object to the form of the 
(24] question, first, on the grounds that it misstates her 
p*j testimony, secondly, that It's ambiguous.You can 
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pj MR. SOBOL: I think it's very relevant 
pj because this person here is responsible for putting 
P! these advertisements inthe magazines which otherpeople 
H) have said is positively related to the youth readership 
pj of those magazines, and she also testified they don’t 
n look at statistics - 

(?) MR. BEACH: Counsel, you arc arguing with 
pj the wrong person.You will have your chance to present 
pj your case to the jury, but I am objecting to your 
[ioj question for the reasons that I have made very clear on 
[it] the record at this point. If you want the witness to 
H 2 j answer the question, you are certainly entitled to an 
<«») answer from her subject to my objections. 

HD THE WITNESS: If you are asking if in the 
(isj context of my duties at Reynolds should I be interested 
HD in such an article, I would have to say, no, because my 
im responsibilities at Reynolds are to develop media plans 
ns) that address and reach adult smokers over the age of 21. 

tier) We do everything that we-in our power to 

( 2 oj assure that the magazines that we do advertise in do not 
pij reach primarily an audience under 21. 

122) BY MR. SOBOL: 

[»; Q: If you are aware of the fact that Sport 

(M) Magazine, the entire readership for Sport Magazine is 

pt! 33.8 percent of people between the ages of 12 to 17, 


§ 
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incc you speclfiraUpnentiOned Simmons or 
^ am assuming that|bis hypothetical number would 
ailed from the combination of their teen study and 
t study, and I don't iflllfPlhat that is valid 


(tij be filled from the com] 
Ifl&ad# study, and I don't ti 
awiiitsearch. Both Simmons 
tin community that those si 
mi combined. I 

^l^Wherc did you leal 



Wlii^UWlh 



have told the research 
re never meant to be 


^president of 


S ons myself and fro 
Was that in conne 
piesentedonthea . 

nN^jtines in which cigsfllkiu|nufacturcrs advertise 
e l| prod ucts’ 

pfWff It was in conjunction with * meeting at 
npi^h counsel was pres^l^i^i's getting into the area 


sldentofMRI. 


statistics 
=of youth readership of 
lanufacturers advertise 


Have you heard of leading National ' 
[toily^lrtisers? 

Yes. sir 

M 21 W& Do you rely on their data at all in making 
iii]#our, decisions on where to place magazine 
miTO^irtiscments? 

iisi|PAi: We use Leading National Advertisers not to 
(iijp^^eclsions on where to place magazines or magazine 
[i7] advertising Long, Hames & Carr uses Leading National 
MU Advertisers to report tobacco advertising spending after 
ini the fact, competitive,It's a competitive tracking 
poi process 

ip) Q: Now, of the current cigarette brands 
i»i actively being marketed by RJR in print media, are you 
mi aware of the marketing strategy behind those brands? 
p<] A: I am aware of the overall marketing 
no objectives of those brands insofar as they were 
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til would that influence your decision on whether or not to 
Pi advertise in that magazine? 

Pi A: First of all, 1 wouldneed to know if you 
Ml are asking me hypothetically or what the source of that 
Pi information would be 
(61 Q: Lei me ask you a hypothetical if 
m hypothetically Simmons and MRI data revealed that 33.8 
.J|] percent of the readership of Sport Magazine was between 
I’ (oj the'^ges of 12 and 17, would that influence your 
^g^^sion on whether or not to place an advertisement in 
,pl that magazine’ 

Hypothetically it may. If you are asking 
lijjj; me Specifically, I would have to be convinced that I 
l^ag^ed that the research from which that number wag 
BlllSd «as accurate. 


Pag*i:n 

mi communicated to me in the development of media 

Pi strategies. 

Pi MR. 60BDL: 1 am going to ask the court 
Ki reporter to mark as Exhibit No. 1 the June, 1998 edition 
isi of Spin magazine. 

w (Exhibit No. 1 marked for identification.) 

m BY MR, SOBOL: 

Pi Q: Ms. Ittermann, what 1 have done is I have 
M put some Post-It notes by where 1 have been able to find 
ltd) RJR. advertisements, and you can look at this magazine in 
mi order to review it for your testimony, but I am just 
[ 12 ] going to point out the advertisements to you and ask you 
list a couple of questions on the basis of those specific 
lis] advertisements. I'm going to begin with a Camel 
(isi advertisement of this Spin magazine. 
ii*l A: What do you want me to do, go to the Camel 
[in ad? 

MS) MR. BEACH: I think he has offered that to 

lid the extent you want to review the publication in advance 

poi of his questions, you are entitled to do so. and you 

pi] should do so if you feel that's necessary, but 

Pd apparently he is only going to ask you specific 

Pd questions about the ads that he has affixed Post-It 

(24] notes to. 

ps) BY MR. 60B0L: 


Pag* 1:12 

!<) Q: That’s right, Ms. Ittermann, I am going to 
pi direct you to specific portions of the document and I 
Pi want to make sure you are on the right page and 
Ki everything before I ask you a question, but at any time 
isi if you feel you need to refer to the entire document in 
Pi order to give an accurate and truthful response that's 
cn what I want you to do. 

PI The first place I will direct your 

PI attention to and if you are ready to go there we can 

mo] now, is to the Post-It where it says Camel. 

in) Do you see that ad, that Camel ad? And 

(it) will you Just hold it up so the camera can get a shot of 

I'd it. 

in) MR. BEACH: Why don't you identify it for 

[isj the record, at least about what page it falls on. 

M«) THE WITNESS: It's on - 
lid MR. BEACH: Looks like it follows page 63. 

Hd THE WITNESS: Right, page 63. 
ltd BY MR. SOBOL: 

Pd Q: What is the overall marketing objectives as 

pi] communicated to you for the Camels currently? 

Pd A: I can tell you the media objectives which 
pi] are - 

pi] Q: My question is not with the media 
ps] objectives. My question is about the marketing 
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[i) objectives that were communicated to you 
l?) MR. BEACH; I think she was trying to 
Pi answer your question 
HI THE WITNESS: The media strategies that 
is; were derived fronuhe marketing objective focused on the 
it] idea that Camel wanted to continue national advertising, 
in Media was a pan of its overall marketing 
it) plaint was national in scope .There may be secondary 
Pi emphasis ih certain sales divisions.The overall target 
(<oj audfep®#& adult smokers 21 to 34, secondary emphasis 
|tij on adult smokers 21 to 29,and within this current 
[i 2 ] ye^p$8|for Camel there is a media strategy derived 
lit) froiaihe marketing objectives and strategies that there 
raj wo^:&sgjiie introduction of n$sv advertising for the 
(it) brand .&unng that time we would WSt^t to have heavy 
lie] meflasupjlort for that new creiiive introduction. 

' BY MR. BOBOl^ 

The specific ad that's in front of you, do 
ii»i yot^g^gPvhetheror not that wsdlreUed towards the 21 
pci to M:|!*t::6ld group or the sccqSBifc^trnphasls group of 
ptj 21 io 29 year olds? 

( 22 ) MR.BEACH: Excuse me, let r t to the 

paj form question on multip 1 ds.The witness 

P4j has prlvjouslf testifiedas to thi af her review 

pt) and K#dhiibilitics.|™ 


Peg* 184 


on 

i'») 




L: Are you testifying’ : 

: No, 1'tn not tes 

that your question is igno^^ier prior 
mconsistent with it 

(S) MR. SOB Ok: If she knows it or s|sjttoS«Yk 
(sj it's a slflSpKsf es or no answer. } 

ESS; If you are ask 
: ad and how it was d< 

BY MR. I 
result my quesuon fa 
ticihcr or not as a person who assisted in 
i of that particular ad - you did, did you 




Pi THE| 

(t) content; 

1*1 

(10) Q: 

(11) quesuon 

( 12 ) ihcpla^ 

[is) not’ 
l'4) A: 

lie] O: Inj 

(it) market) 

(in A; YH" 

(is) Q: And my question is whether or not this 

[i»j particular ad placed in this particular magazine in this 

(20) edition was done in order to implement a specific 

pi) marketing objective of meeting the secondary emphasis 

( 22 ) age group of 21 to 29 year olds? 

pa) A; 1 am not able to answer that. If you sue 

(24) referring to the content of the ad, that would be a 

ps) creative development ssrue that you probably should talk 


’ and placement of the ad, yes. 
section with implementing the overall 
tive, is that correct’ 


Peg*185 

(i) to someone in brand marketing about. If you arc talking 
pi about the physical fact that we have an ad in this 
(3) magazine, that would be a media decision.The media 
M plan for Camel encompasses the full target audience 

is) definition of adult smokers 21 to 34, and so we would 
Pi have determined that this magazine was an appropriate 
P) magazine to reach that target audience. 

it) Q: And was* my question is whether or not 

pi the physical placement of that ad regardless of its 
pot content, that Camel ad in front of you, was placed there 
(til in order to reach the secondarily emphasized age group 
(i 2 ) of the 21 to 29 year olds? 
list A: Not specifically because as 1 tried to say 
(<4| in my previous answer, those were the marketing 
[it) objectives, but in terms of the media plan we are - the 
(i<i media plan is designed to reach the full range of the 
[in target audience which is adult smokers 21 to 34. 

[tsi Q; And that would be true with regard to every 

tit! bit of advertising placed by the media group? 

pot A: For Camel this year, if that's what we are 

pi] talking about, yes. 

pat Q: So your group doesn’t - 

[23j MR. BEACH: Finish your answer. 

IM] THE WITNESS: But within that broader 

pit target range of 21 to 34 aduh smokers, includes the 
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(i) group that you are talking about, the adult smokers 21 
P! to 29. so it's hard for me-I don’t really understand 
pi the distinction,Technically 1 suppose wc are covering 
[4j both, the full range as well as what’s included in the 
tsi range. 

n BY MR. SOBOL: 

[7j Q: Certainly if you are covering the 21 to 34, 

pj that would cover the 21 to 29 year age group. My 
w question is whether or not you make specific placements 
[io) of advertisements in order to reach the secondary group? 
i*i] A: No, we do not. 

[i 2 i Q: And that's true with Camel? 

(i») A: That is true. 

[i4j Q: Is that true with all the brands? 

tm A: That U true with all of our brands ui 

UP currently, £ 

(in 0: Let me have Exhibit No. 1 back for a 
[til moment, and ask that you take a look at the Winston ad, 
lip and if you could hold it up steady for the camera for a 
po) few seconds. 

pn Now, your group was responsible for the 

C 22 ) placement of that Winston ad in this magazine as well? 

P3) A: For purchasing the space for this ad, 

P4i that's correct. 

pt) Q; And what is the current marketing 


to 


>p> 

tn 

M 

U> 
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That’s also half an 
Arc the Red Kame 
Pl ||l 2l to 34 year old group^; : p :: 

Hi Waftf They would be ur||iff j ,agaln5t adult 
l^srnajps 21 to 34 as 

Is there a secondary emphasis with the Red 
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wpH&fNo.slr. wW 

ptp^ What aspects of thefpfn magazine 
M 0 );d|pOgmphics went lnto^i:jdei|lsion to place a two page 
(til Jljaston ad In this particular edition? 

ItTj^^^’WclI. let me break your question down. If 
0*1 asou arc asking what led us to recommend Spin for the 
04) Winston media plan, that's one part of the question, 
on sPtfe|act that we ran two pages instead of one page 
ou^^^as a creative decision.That was the brand 
on group decision, not a media decision. 

(ill Q: Okay. 

p*i A: So which part are you asking or both? 

120 ] Q: Weil. I guess 1 got an answer to the second 
pi) part. Why don’t you answer the first pan. 

122 ] A: In the context of all of the publications 
p*i which are approved, we go through - every time we do a 
(24) media plan we consider a lot of different thlngs.The 
I?*) first thing is the composition of that publication's 


(1) advertisement in that -1 think it’s the first tab. 

( 2 ) Arc you familiar with that advertisement? 
pj A: Yes. 

W Q: Can you hold it up for the camera. 

(si What's the current marketing objectives for 
m the Moonlight brandorbtandsas they were communicated 
P) to you? 

pj A: Moonlight is - also has a target audience 
(s) of adult smokers over the age of 21.1 don’t recall 
(to) exactly - they do have a relatively higher development 
|hj among more educated relative to the smoking populatlor 
(ip of smokers, and that's basically h. 

P«] Q; Adult* over 21, is there an upper limit to 
iu) that? 

(it) A: Not really. It's generally in the 21 to 34 

(it) adult smoker area, but in Moonlight it's also appealing 

Ph to competitive smokers who are older than 34. 

PH Q: What about the demographic breakdown of 
P») Spin magazine made it appropriate for a Moonlight 
p«j advertising placement? 

pi) A: Well, because in terms of the 21 plus adult 

pj) smoker target, it would be the same as 21 to 34 adult 
ps) smoker target for Winston.This magazine index had a 
(24j composition index that was over-developed among adult 
pq smokers 21 plus. 
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e pan of the 

rategy and that's done by 


creative agency? 


t^l^tomlng and placeme 
n L ~JB: And I'm just trylng|PSii|rmlnc whether or 
(ikpoV in the course of your fujg&tlon as a media planner 
Kcycttl have an undersund^Mhow specific elements of 
i^coi|rent of an advenlscpcnutre meant to address a 
isr^gfeted audience? J 

No, 1 do not That |iS§lii8e part of the 
ips&lile creative develoj«|W|j|fategy and that's done by 
P^^irand group. 

In conjunction wil^P^creatlve agency? 
ni jiggssjA : With a creative agency. 

: And those brand units, of course, as their 
itjfsname implies are divided amongst the different brands? 

Are you saying is there a specific Camel 
[u^^pd unit and Salem brand unit? U that's your 
[up§$pj»di>n, yes, that’s true. 

(in Q: This July. 1998 edition of Spin which I can 
[i»] represent to you I bought In North Carolina, contains at 
(t»! least four RJR ads, the Moonlight, the Winston, the 
poj Camel and the Salem? 

[ 2 i) A: That's correct. I would like to clarify a 
[ 22 i previous answer I gave when you were asking me the 
pa) brands that are currently advertising.! neglected to 
|24| mention Moonlight, and as I was looking through Spin, It 
( 2 d refreshed my memory that Moonlight is also advertised in 
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|i] MR. BEACH: let me object to the form of 

p] the question That's argumentative and it's asked and 

Pl answered 

Hi THE WITNESS: Could you ask it again? 

Pi BY MR. SOBOL: 

Pl Q: Let's ask it in regards to Spin magazine. 

Pi You don't know how many people under the age of 21 ate 
Pl reading that magazine, do you? 

Pi MR. BEACH: Objection.asked and answered. 

(to) T^I^J^IESS: I don’t know the specific 
im number of people under 21 who may be reading the 
n z) maga*ine,but 1 know that it is not primarily - the 
lis] readership is not primarily under the age of 21. 

(it] A$^J|gibH: Are you done w&ji this now? I 


(it] Mjg^ppEH: Are you done with this 
list wan*<!d3tp:iook at the one that is tigpii 
(is] MFLSOmJL: Exhibit No.2,Mplttem 
(in is a mmmrnou from Malcolm gampBi 
im who he is^f LwL^ 

(i»j THEl^fNESS: Malcolm Camjpbcu is 
poj advItT-vL’^tepresenutive. He 
pi] magazine. ' |pgl|p 

pn K BY MR. SOBOL; 

ps) Q: '^y don’t you take a loolfiipil 
P4] Do you.|e^ 1 ^*rclng^|h^ener?|p|j||j 
psj A: l#jt w|s sent tcfmejnd retefred ] 


in I sa<*« 
Pl Q: D 
pj end of! 
|4] A: l i 
pi meeuntj 
pj several 
n Q: 

Hi whethi 
Pl rnagHfj 
(ioi dcctsicl 
im A: TJ 


£*#>«*• 

fttermann, 

mpbeU. Do you know 


’m sure 
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|iz] camel' 
iisi dated f 
(i4) Q: a! 
on him’ | 

mb] A: hi 


r 't really recall seeing.it._j 

recall meeting widfS^OmpbeU the 

r t of 1994? 

remember the timel^ame df my 
|th Mr. Campbell, buHharcmct with him 
>s over the years. lJ 


i recall meeting hinif awmscussing 

101 JtfR was going t^M^se in his 

d you telling him that sfctuahy that the 

; made not to do 

ter indicates that I told him that 

1 not be using it during this year, which is 

> you recall communicating that to 


iisj A: NSffp8cifically, but I'm sure that I did. 
im Q: Do you recall the reason why RJR determined 
iisi not to run the Camel ad in Spin at that time? 

|i»i A: 1 recall that we, RJ. Reynolds, had a lot 
po) of criticism for placing Camel advertising in Spin and 
pu we wanted to take the time to fully reevaluate the 
[ 22 i publication. 

pj] Q: What was the nature of that criticism? 

P4) A: 1 don't recall exactly. 1 believe it had 

po to do with a Congressional hearing where Spin was held 
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t<l up with a Ca mel ad on the back and allegations were made 
pj that It was inappropriate, 
pi Q: Inappropriate on what grounds? 
w A: Inappropriate for Camel's advertising to - 
in and I don't really recall the specifics of the incident, 

(«i but- 

[7] Q: Did it Involve allegations of youth 
(>] targeting, do you recall? 

IH A: 1 don't recall If It was specifically about 
!*o] youth targeting or the - or specifically about the Joe 
(it) Camel campaign itself. I don’t know in what context it 
(i 2 ) was. 

(is) Q: Do you know whether or not it regarded the 
tut demographic profile of the Spin readership? 

[it; A: I don't know whether any specifics about 
(it! the demographics of Spin were mentioned at that time 
ii7) because again I wasn't there. I just heard about it, so 
tut I don’t know. 

PH Q: Did you make the decision to cease 

po) advertising Camels in Spin or was that communicated to 

pij you? 

pan A: I believe it was -1 don't recall exactly. 

PS) I'm certain that we and the brand managers that were 
124) using Spin at that time discussed It and came to a 
PH consensus judgment to nop using the brand at least on 


Pag* 162 

(i) Camel until we could further evaluate the publication. 

PI Q: Do you recall if any directive came from 
p] the taw department to stop advertising in Spin magazine? 

H) A: I don't recall any directive like that from 
(H the law department. 

Hi Q: Do you recall a directive coming from 
Pi outside of marketing at all to nop advertising in Spin 
ID magazine? 

IH A: No, I do not recall anything like that. If 
(to) you have something like that, you might refresh my 
pij memory. 

(i 2 ) Q: You see in the second paragraph there in 
in) the lan sentence it says "I think we all agree that 
(u) Spin is a great publication for the brand." He seems to 
iisi be referring to Camel there. Is that your 
pt] underfunding? 

(i7i A: He speaks to Camel in the sentence previous 
(in to that, so I would assume that he is talking about the 
«H brand being Camel. 

’4 po; Q: Did you agree at that time that Spin was a 
pij great publication for the brand? 

( 22 ) A: I don't recall ifl did or not. He is a 
PH sales person for Spin, so he may have a - 
(24) Q: Spin on it? 

5 held ph A: Spin on it, exactly.___ 
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|t) Q: At the time that RJR stopped advertising In 
Pi Spin, up until that point did you regard Spin as a good 
ijj publication for advertising? 

Pi A: I felt it was an appropriate publication, 

Pi yes. for Camel to advertise in. 

i«l 0: And does RJR have a way to evaluate the 

tn effectiveness of its placement of advertisements’ 

(<] A: If you are asking If- In my capacity 

within media if we have anything like that, no, we do 


l: Did you review any data regarding the 
piveness of advertising placement that may be 
Irated elsewhere? 

W. BEACH: Let me object to the form of 
question. I should hive,pb|gcted to the prior 
|tion on the basis of the word 

piveness. I think thit it's ambiguous. 

|E WITNESS: Am I |orrect lihat your 

#tion was am I aware that; the re are any data on 



tetiveness of - can yov 


Q: Sure.The overall gt 
lacing these advertise^ 
llrc*|s that correct? ; 
The ov 



:tives wbuld possl 


? PKmepa, so our objectivespj 
ffl sPtreness and communicat 


hat your 

ere are any data on the 
ase the question? 

OBOL: 

juld imagine of 
jo increase your market 
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t. Again, I’m only in 
a tend to be in terms of 
if the brand’s advertising 



| How is (i that your woric is evaluated at 

I • 


l d0 not believe thpraedS work alone is 
W^ated or can be bec ause It's J ust one part of a 
marketing mix. 

So the media grou^|^|es its part in 
ini j||xpverall marketing goal of Increasing market share, 
l*i)ikj|^t fair to say? 

BEACH: Object to the form of the 
l*4i :i$$e&ion on the grounds it misstates the witness' 
nu testitnony.You can answer. 

t , «Mii^ vnrNESS: tf*** overaU rruricctin * 

i*ri objective fora brand is to increase its market share, 

l*ti all of the marketing elements, mixed elements, would be 

i*9i designed to help achieve that. 

p«l BY MR. SOBOL: 

pil Q: Are you aware of any instance where the 

p*i marketing objective for a specific brand is not to 

t») increase Its market share? 

(24i A: I don't recall any communication that said 
pm specifically this is our objective. 


Pag* 15!* 

i»i Q: Since efforts have been made to reposition 
pi Winston, its market share has Increased about nine 
Pi percent. Is that consistent with your understanding? 

H) A: I don't know the exact number, but I know 
id its market share has increased since the repositioning, 
pi Q: And is that a measure of success for the 
Pi marketing department? 
pi A: I would consider it to be a measure of 
M success. I don’t know what specific market objective 
1*0 was In there. It may have been more - I'm speculating 
[til here because I didn't read such a marketing objective. 
t*o but I would suspect that if there was a market objective 
mi of increasing share, that there would be a number 
(<4) associated with it. We would want to increase It by X 
1*0 amount during the next year, and so therefore, the 
1*0 relative success would be based on achieving that goal. 

1 *7) Q: And you don't know whether or not there was 
(*i) a specific increase in market chare targeted for Winston 
t *0 since its repositioning? 
no A: I do know that there was an increase tn 
pi] share for Winston since its repositioning. 

PS) Q: And as pan of the marketing objective, was 
(23i there a targeted increase in market share? 
pi] A: I'm not aware if there was. 

PM 0: Certainly h reflects positively on the 


|i] marketing people that its share has risen, is that 
pi correct? 

pj A: We are all - everyone at Reynolds is 
Hi pleased that Winston’s share has increased. 

(M Q: And do you feel that the increase in 
pj Winston share reflects positively on your media group? 
pj A: I would Uke to be able to say that, but 
ID media is only one part of a whole mix of marketing 
w elements that supported the Winston repositioning. 

[19! Q: Is the goal of marketing to sell 
I**) cigarettes, is that right? 

(it) MR. BEACH: Object to the form of the 

pi} question on the grounds of lack of foundation, 
tn) THE WITNESS: Well, that's a difficult 
(in question to answer because I think it also encompasses 
(to our whole sates department as well, not just marketing 
(it) as we have been referring to it today, meaning brand 
[in marketing groups. 

d«l BY MB. SOBOL: 

( 2 oj Q: After ceasing to advertise tn Spin, am I 
p*l correct that RJR engaged In a re evaluation of Spin 

tm magazine? 

pi! A: That’s correct. 

in} Q: Exhibit No. 3, Ms. Ittermann, is a letter ^ 

pm from Malcolm Campbell to Lauri Bauer. I don't see your o 
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Cl name on it anywhere, but I'm going to ask you if you 
Pi have seen it before’ 

Pi As with previous documents and any 
w documents in the future, what I was going to tell you is 
Pi take your time to read it if you want. I'm going to 
it) direct you to specific portions of it, but if at any 
Pi time you want to refer to the whole thing, let me know. 
id I^e you^call ever having seen this 
Pi document before? 

CO] A: PtePmever have. 

CD f ' -t BEACH: Let me observe for the record 
cn it's tPlpiatactertaed as a document by counsel.The 
CD witness has testified she hasn't seen it before. Some 
CD of tt^||jj|if bear a fax banner. Kttges bates Spin 2, 

CD Spl^Spte if. bear a fax banner pR tf^^op of the 
CD pagcs.The other pages Includingthe first page and the 
CD foil-'- fxgtwges those two pagef 
(it) MRj IBOBp.: It could be i 
CD documents. 

P«i doiydisiiecall seeing any por 
pd document before? 

PD THE DAFTNESS: I don't recall i 
PD portiot|j9t ; !ttlE|document, with t!fie’|Scef|' - however, 

PD it's UkeMat I nuy IpHSSjeen t|i# 

PD rypi^y^nt out to #*#crtisej*gong with oomp 



ear that banner. 





CD throui 


Pape ISO 

0 was not only for RJ, Reynolds. 
pi I would also say on that same page, 

Pi 0000004, at the bottom it also clearly says Malcolm -1 
Hi suppose it's Malcolm that has written this out.The 
Pi second line of the comments at the bottom refer to 
pi RJR/NFG, which is our Nabisco Foods Group. 

Pi Long, Hames & Carr also places advertising 
pi for Nabisco products as weU as a host of other clients, 

Pi so I believe in answer to your question, that Malcolm 
coj was surmising this was for Reynolds, and in fact, this 
(<t| was a Long, Hames & Carr agency request. 

CD Q: You are aware, of course, that Long, Hames 
CD & Carr - we have been referring to them as Long, Hames 
no & Carr, but the name is Long, Hames, Carr & Unus? 
md A: The name has changed. In 1994, when this 
CD was written it was Long, Hames, Carr & Linus. Since 
CD that time they have dropped the Linus portion of it. 

CD It's just Long, Hames & Carr. 1 don't exactly know when 
(id that occurred. 

po) Q; Okay. Now they solicit information from 
PU publications regarding -1 imagine reader dau and 
pd other general information, is that your understanding? 
pt) A: 1 have an understanding of what this dau 
PD is used for at any advertising agency. 

PD Q: Are you aware whether or not Ms. Bauer 
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llcatlons. 

BY MRS* 
ow much the advc 
1 advertising rates. 

: Just so the record i^cteiir. 
as referred to bate|^|^»- Spin 00006. 

SS: Which is the 
te card. 

BY MR. Si 

ok at the Am page fogetfie? and 
ntence Mr. Campbell refers to the RJ. 

95 prim media quiz. Are you familiar with 
quiz’ 

not, and 1 would - having read 
ole document, I would surmise that 
CO Malcxjlin was'Bking liberties with assuming the 
(in information was requested for RJ. Reynolds. 

CD The reason 1 believe that is on page Spin 
(id 0000003 where he has been Ailing out aU of the 
pq information there is even a statement that says if your 
pd - that's not right, it was the next one, 004. 

PD If your publication accepts tobacco 
pd advertising, so it's apparent to me this was something 
pd sent out by Long, Hames & Carr to get the information to 
PD put into the computer program to prototype Spin, but it 
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id conucted Mr. Campbell in regards to Ailing out one of 
Pl their general information sheeu speciAcaliy for use in 
pi placing advertisemenu with - for R J. Reynolds or 
Hi whether or not it was a more general request? 
id A: I'm not aware, but as I said. 1 assume 
m based on what this survey looks like that it was a very 
pi general request. It's for use in prototyping 
Pi publications that arc not measured in the syndicated 
ID study. As It says at the ’op of0000002, this is to be 
cd completed only if your publication is not included in 
cd the 1994 SMRB release. 
cd What that means is that at this time the 
cu agency, Long, Hames & Carr, was using Simmons study of 
cd media and markets in their computer, and in order to do 
(id media calculations on any - for any clients 
cd advertising, such as reach and frequency and 
CD impressions, they have to prototype a non-measured 
cd magazine on a measured magazine.They do that by 
cd matching up numbers to - in these key areas, everything 
pd from education, income, age breaks, readers per copy and 
PD they create a magazine in the computer that replicates a 
pd non-measured magazine's audience, so it can be used in 
pd media plan illustration, such as reach and frequency. 

PD Q: How many kinds of forms does Long, Hames & 
pd Carr have like this, do you know? 
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| («] trying to do planning for a test market brand for 

Q: But that would be speculation on your part 
^g^^iuse you actually don't know whether or not Long, 
ktj] Hames & Carr has a different form when it's requesting 
^.information just on behglf of RJRTobacco, correct? 


.BEACH: Let me obji 


j the form of 


exjuestion on the groplus that it is argumentative. 
H^cn asked and ans^ered^ 

Should you repeat the ql^stlpn, please, 

^t reporter, for the 
ssfThe record was read.> 


pi) THE WITNESS: I havCjieChforms that LHC 
p^Jhas sent out to publications on Reynolds’ behalf on 
inj ^thct inforntation that thSfpiie requested from 

. I 11 ' _^_»__i___ c_,_ 


liilnes tha 


(?sj document y&umve showed mi 


t form than this 


?Y MR. S OBOL: 

&m0: You don’t know Wh|ihllbr not Ms. Bauer- 
p^o^ou know Ms. Bauer? 
pNbfc Yes. I do know.Ye0ldo*™| 
up C|: And you don't know.whether or not Ms. Bauer 
i«rllht out this form to Mr. Campbell expressly to solicit 
ppil|onses on behalf of ^RTbbacco, do you? 
pIMifi As 1 answered Dre ^aM^y do not know, 
gpphiafit strongly suggests fhe fconient of It that that is 
iK^^^he case.That is jus|liiiii|mptlon that Malcolm 
ilipJE&nipbell at Spin has made. 
n?N:;|sCt: Let's look at page two. See where it says 
{(^audience demographics? 
tuP^i Yes. 

|ii|WEfc And underage 21 it says total 30 percent. 

sec that? 

(in A: Yes. 

(iij Q: Did you have an understanding before seeing 
(tej this document today that Spin magazine at least for iu 
poj 1994 audience demographics had a readership of 30 
PM percent under the age of 21 ’ 
pn A: No. 

psi Q: Would knowing that fact make you reevaluate 
pi) whethei or not to place advertisements in Spin magazine? 
psi A: Also, on this same document you ate asking 
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(t) A: I don't know. 

pi Q: Do they have forms specifically that 

Pl request information just for RJRTobacco. do you know? 

14) A: If you are asking have they sent out 

15) information requesting in regard to RJR brands. I am 

(6) certain that they probably have. It may not be the same 
P) type of information, It would probably be more related 
^uj toxost or circulation in a certain area If they were 
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Pi me to look at, It ctearly shows a median age that is 23. 
p; MR. BEACH: Excuse me, let her finish 
Pi answering your question,please. 

HI BY MR. SOBOL: 

Pi Q: I'm not asking you what else it says on the 
n document. I'm asking you whether or not the fact that 
Pi 30 percent of the readership of Spin magazine being 
m under the age of 21 would give you pauses to whether or 
n not to place advertisements there? 
t«ot MR. BEACH: Hang on, please, Patti, did you 

(til finish answering his prior question? If you didn't 
(iz) complete the answer to his prior question, you are 
u»] entitled to answer his question as you see fit. If you 
[i4] think that you have completed your answer to the 
ns; question, then you can answer this next question. 

!i«l THE WITNESS: I don't even remember what 
Iiri the prior question was. 

[til BY MR. SOBOL: 

[t«i Q: Let me rephrase the question for you.The 
poj fact that it reports here that Spin magazine has a 
pt) readership under the age of 21 of 30 percent, does that 
[221 give you pause as to placing cigarette advertisements in 
( 22 i that magazine? 

(24) A: I still believe that Spin magazine is 
m appropriate based onthe median age as we had discusscc 

Pago 104 

(i) earlier. 

pi Q: That median age being 23.6 as indicated 
w here? 

K) A: That’s correct. 

[Sj Q: And that's an indication, isn't it not, 
m that half the readership is under that age, is that 
Pi correct? 

IS] A: As we discussed earlier, that's what median 
m age would mean, that half were above that age and half 
(to) were under, but as I also stated earlier, the age 
(i i] demographics of a publication are not the only thing we 
nil look at in determining if a magazine is approved for our 
[it) brands sdveitislng.They are an important part but they 

(is) are not the only pan that we look at. 

tin Q: Looking down where it says did not graduate 
(«] high school, It gives a total of 12 percent. Do you see 
lit) that? Does that indicate to you that those people are 

(it) under the age of 18? 

A: That would not indicate that to me at all. 

pel I believe that there are people well above the age of 18 
pi] that have not graduated from high school, 
pal Q: Would you think that any portion of that 12 
pt] percent were under the age of 18? 

( 24 ) MR. BEACH: Object to the form of the 

psi question. It's catling for hopeless speculation by this 
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H: Obje 


and answered. 


(ij quefSMfWSfethe grounds it's be 
(21 THEWllHESS: As I said pre 
is} really don'tjenow what that num^^eans. It's totally 
Hi out of iSwS^xt 1 don’t know hopmany- what percent 
(sj of adufiis injthe U S. have not gradtiModcollege - ] 
t«) mean hifSPiichooI. t j 

tn BYMR.eeiiiif 

l«j Q: Ondeiage demographics updcrgtto 24 you 

rntctjmRk L 11 

(.0) A: 

(it) Q: Uj^ucombine that with the under 21 crowd 
(ui there ^®^t a total of 62.6, do you understand that? 

(uj A: 1 Understand that. 

iu) Q; iWlould mean that 62.6 of the readership 
(it) of Spltvri^uine are 24 years old or younger, is that 
lie] nght? 

(in A: That is what it would mean, although h 
(i»l wouldn't be relevant to how we market our products,We 
UK market our products to smokers,adult smokers whoare 21 
Pol and over and our advertising code says that we do not 
pi) advertise in publicauons whose audience is primarily 
t»i under 21. It's clear from these numbers that the 
P3) audience - that the numbers they have provided that the 
pi) audience is not primarily under 21. 

PH Q: No, just 30 percent of that? 
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MR. BEACH: Is that a question? 

(21 BY MR. SOBOL: 

(3) Q: Yes. Just 30 percent of the audience of 
hi Spin magazine is under the age of 2V 
(i) A: Said another way, 70 percent of the 
it! audience of Spin magazine is over 21. 

Pi Q: So your advertisements that you place in 

(ij Spin magazine are reaching an audience of 30 percent of 

Pi the age under 21? 

hoi MR. BEACH: Objection,asked and answered, 
nn At this point this is bordering on harassment. I won't 
Ii 2 ! tolerate it. 

[isi MR. GOBOL: You can answer the question. 

(uj MR. BEACH: Don't answer the question, 
its) THE WITNESS: I think I already answered 
(it) the question. 

(in MR. BEACH: I'm instructing the witness not 
(it) to answer that questlon.The document speaks for 
l«»i itself. She has answered your question three times, Mr. 

( 20 ) Sobol. 

PM MR, 60BOL: She wanted to state it as 70 

(221 percent. Maybe I should ask her why she wanted to state 

m h as 70 percent? 

(Ml MR. BEACH: You can ask her any proper 
psi question that you want to ask her. 
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(ij BY MR. 60B0L: 

Pi Q: You have Exhibit No. 4 in front of you. 1 
pi ask you to take a look at that. 

Hi Do you recall seeing this document previous 
m to today? 

Pl A: Not specifically, but I'm certain that 1 

P) did. 

pi Q: Does Reynolds Tobacco advertise in paper? 
pi A: Yes, it does. 

[ioi Q: And how long has that been the case? 

(it) A: I'm sure since after the date of this, 

(it) since - it’s hard for me to say. It would have been 
ini after the date of this mission of these evaluation 
(i4) submission of these evaluations, and this obviously 
[til didn't come from my files because I have an approval 
ns) date on each magazine approval, each magazine 
tin evaluation. 

nn Q: And what about Interview Magazine, does 
(in Reynolds Tobacco interview in Interview Magazine? 
pq A: Yes, we do. 

pm Q: That's been at least since August 26,1994? 
psi A: That's correct, since the evaluations 
(23) submitted on August 26,1994 were approved for use by 
P4) Reynolds brands. It was probably a little while after 
PH that. 
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(i) provided 
Pi It's not anything that we did, so he was 
Pi taking liberties in determining what the base - what 
Hi the taiget market is. etc. 

(ij Q: And this is the target market of ages 21 to 
g) 34 that smoke cigarettes. Do you see that? 
m A: (Witness nods head.) Yes. 
in Qt*And dp you have an understanding that MRI 
pj generates tj^at kind of information? 
tio] A: Yli^does. 

pi) Qf And what about the next page, Spin 10? 

ApiPHiili like a typical MRI run. 


M»j information,that's available horn MRI, In this case It 
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MRI fall study, jus^ape wave, not the 
ed as age 21 


On page ten, the target is 
e cigarettes. 
orrect, that's how 
it your undemanding that |lRI can 
kind of data? 

A: Yes. they do. As I think I manned 
pal previously, that in planning our media we use MRI data 
P3) to detepf^he;|he composition omPligct audiences, 

P<) * uch a plt t srnoke ^^° 34 8 et ft 0 ” 

(tsj MRI * - 






okers age 21 to 24? 
would be consistent with my 


nsrj 

|ij] index 
M«) 

list unden 

i«i Q: Dbfiiltnow of other magazines that have a 
im higher index rating than Spin in that particular target 
pi] group? 

PH A: I don't know offhand without actually doing 
iwi a run, a current study run. I am certain there are 
pi) probably other magazines that index very high, but we 
iwi would again use this with caution, too, because of it 
r»i being asterisk'd and the base is very unstable, which 
P4| means they had a very low respondent count in the 
pi) research. 
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in Q: And you are currently on the comp list for 
P) Spin, right? 
pi A: That’s correct. 

g) Q: Let's take a look at Exhibit No. 7.1 will 
is] get this one out of your way. 

P) A: Okay. 

m Q: Do you recall - let me ask you, when is 
K the last time you saw this document? 
pi A: Geoff, I believe told me about it during 
[ioi the deposition prep. 

[ii] Q: Did you review this document as part of 
r«i your deposition preparation? 

[<i] MR. BEACH: Let me say, the content of what 
(uj occurs during our prep sessions is privileged. Mr. 

(til Sobol, as he knows, is not entitled to discover the 
[it] content of our conversations. On the basis of that 1 
{in would Instruct you not to answer the pending question, 
ftsi MR. SOBOL: But my question doesn't go to 
l»i the substance of your communication. My question is 
poj whetheror not she reviewed this partlcuiardocumentfor 
pi; her deposition? 

m MR. BEACH: Preparation session, 
pi; MR. SOBOL: You ate instructing her not to 
1 M) answer whether or not she reviewed this particular 
psi document? 
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u see where Malcotei^oyblaced his 
i number one under the wnk of target market 
ke cigarettes? 

n. However, on thattimeilne I 
it’s asterisk'd that the pfStectlon is 
Stable due to the sn^allMsc that was used, 
cap tion. - V 

fn not asking you to ic-.>iip»Bint on the 
:he data here provided by the advertising 
e magazine. I'm juifwBMfering if it's 
your understanding of the readership 
audien^PifSpln magazine that it has a relatively high 
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Pi MR. BEACH: If you are asking whether her 
Pi reviewed this document out of the context of any 
pj sessions with me, you can certainly ask her that 
g) question, if you are asking it in the context of 
m preparation involving me as her counsel, then, no, you 
Pi are not entitled to ask that question, 
pj MR. 60B0L: Under California and 
Pl Massachusetts I'm not allowed to know which documents 
Pi she reviewed with counsel in preparation for your 
go] deposition. 

Mi) MR. BEACH: Well, I’m telling you-I 
[iz] think I made my position clear. If you want to ask her 
i»j whether she reviewed this document outside of the 
tit] presence of counsel for her own purposes, be my guest. 

(tsi BY MR. 60B0L: 

tit; Q: When was the last time you saw the 
ii7] document? 

im A: I saw the document in the presence of 
mu counsel. 

mg Q; When was that? 

pi] A: 1 don’t remember the exact date, last week. 

P 2 ] Q: Let me ask you a yes or no question. Did 
p»i you meet with counsel in preparation for your 
P4j deposition? 
pu A: Yes, I did. 


10 

OJ 
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Q; On 
A: Yes 
Q: On 
A: As 
ch on 
Q : Wa 


A; If ihe publication 
^iftcr 1995, it would| 
Station for Moviclinc. 
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vcd -1/ it 

en a re-submission of an 


I So it was approved;|s«eiimc prior to 1995? 
: I believe so, but I c$>nTireai]y recall. I 
bve this was a magajlHe - atthis time, though, 



i this was written i 
been the person * 
irate use. 


^§gyf personally wouldn't 
r>o ijp|roved the publication for 

*ll|s®t?emem in that 


(ioi? Q| Would you have arty^y^ement in that 

in) li|poval process at that itirnef 

*'*’C2I II a PI >cars from the context of this letter 

(isj Jrat a media planner who reported to me prepared the 

(ujgSyaluation for submission for approval, and I was 

(ui .(hrefting him in doing that. 

lui^QtApd who would have passed on that decision 

(it] at that time? 

ini A: That would have been the media director at 

|itj the time. 

poj Q: Who was that? 

pi] A: In 1987,1 believe that was Dan Pearson, 

pj) Q: And in 1987, did RJR have a policy of not 
pt] targeting the 18 to 21 year old group? 

P4j A: In 1987, certain of our brands had taiget 

ps) audiences that were adult smokers 18 to 54 or may have 


]i) Q: I didn't ask you that.We reserve our 
pj motions to strike until time of trial, but if you want 
pi to add something, Tm not going to rudely interrupt you, 
H] but - 

is] MR. BEACH: Counsel wants you to read 
n things into the record, but not to have you explain 
m them. 1 will ask you to explain it at the conclusion of 
m this deposition, Ms. Ittermann, so you don't need to do 
Pl that now. 

(ioj MR. SOBOL: And if we need to, then 1 get a 

in] chance to do a cross-examination of the redirect, 
lit] THE WITNESS: I would like to explain, 
ini MR. BEACH: Okay, I will put it on my list. 

«4> BY MR. SOBOL: 

[taj Q: Did you have an undemanding as a result 
ns) of Mr. Gabriel’s evaluation of Moviclinc that it was 
(it] targeted for younger adults? 

(in A: I had -1 can't recall specifically, but 

(in since I said after reviewing both of the evaluations he 

poi had done, I am recommending MovieUne for coipotate 

pi] approval, therefore, I had an indication from those 

P 2 ] evaluations that the audience reached predominantly an 

pai adult audience. 

P4] Q: Younger adult audience? 

ps: A: I would have sent the approval for 
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(i) the audience, would it "on tatget" for 

pj Cameti^jbther brands with a yau|lfi adult urget as 
p] Mr. Gwrieljhas said’ ^gjg!^ 5 ' 

(4j A: lrtfe$irt of the evaluation! 

is) obviot^y:|>m the context of thiszwHcit talks about 
ltj previouf%'gluatlons primarily Irased oji quantitative 
m infomililj|and on the gist of Jtpnore to Gabe at the 
id top wfifiHlialks about some po|g^p^onviction, this is 
m - it |ppii|to me that I had asked jSabe to go back to 
no) the ev^g^bn and look at the c^%Mfects. 
lit] As Lii&htioned this morning in the long 
lit) hst of eteraents of an evaluation, part of it was the 
ini editor# fogus, the other advertisers. It wasn't only 
lit) age demographics and it's apparent for me that from this 
(in note thlVPprevious evaluation may not have covered 
(it) that.Tf^P^mlssing and that's why Gabe has now sent 
(in this note to me. 

ini Q: The previous evaluations which Mr. Gabriel 
(id had performed lacked the information with regarding 
(mi Movieline's editorial content? 
pi] A: Possibly, and 1 am saying that only because 
t»i of the sentence that says "previous evaluations were 
pjj based primarily on quantitative information" because I 
p<] wasn't familiar with Movieline's editorial. So in other 
pt) words, he took the time to be able to explain what the 
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W editorial focus was by reviewing several issues.That’s 

Pi what I am getting from this memo you have showed me. 

P) Q: And was Mr, Gabriel relatively new to the 
H) company at the time? 

[sj A; I don't remember. I don’t recall that. I 
id don't believe -1 believe that he had been In media 
pi probably as long as I have - had been at that time 
id Q: Have you heard of a magazine publication 
M called Sweater? 

(ioi A: Yes, I have. 

tii) Q: And hJR advertises in Sweater? 

(in A: Yes, we have. 

(is) Q: Do you currently? 

!<D A: It's my understanding that it’s no longer 
(iq going to be published, but as of the last issue, we 
pd placed advertising, yes. 
nr) MR. BEACH: Excuse roe, if you are moving 
(iq into a new area 

(iD MR. SOBOL: I'm still on magazines 
pot actually. 

pi] MR. BEACH: I'm Just talking about if you 
p 2 ] arc done with this document.wc have been going about an 
PD hour and IS minutes and 1 would like to take a short 
(24) break. 

pq MR. 60B0L: I have probably about another 


Pag* 1M 

(i) hour, hour and 15 minutes and- 

P) MR. BEACH: Well, I will talk to the 

pi witness about what her availability is during the break. 

W (Receis was taken from 4:56 p.m. to 5:14 p.m.) 

ID BY MR. SOBOL: 

Pl Q: Before we leave document No. 7, Ms. 

Pi lttermann.the second to the last sentence written by 
pj Mr. Gabriel refers to other brands with a younger adult 
pj target, and I want to ask you whether or not you have 
(ioi any understanding of what brands other than Camel hada 
in] younger adult urget in 1987, if any? 

(i 2 ) A: 1 don't recall any other brands that -1 
PD don’t recall specifically any brands that had a younger 
(i 4 ] adult smoker urget In 1987.1 can surmise that the why 
(iD he put that is because this was a document to be going 
(iq forward for corporate approval and in the future there 
(it) may be brands utgeting adult smokers 18 to 54 who may 
(iq want to consider the use of Movieline. 

Q: We were discussing Sweater magazine and you 
poj stated your belief that it’s no longer going to be 
pij published? 

A: That Is what I have heard, yes, that's 
psi correct. 

P4) Q: Where did you hear that from? 

pq A: Actually, I heard that from Fran Creighton, 
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ipsprifculatlon If you can a best estimate, 

aBsajcisc do so. 

.i Ljl iE WITNESS: In a f^b4 Period, 
iij. : ::JftErtvcvcr many issues of Sweater are published, the plan 
that we would spend on Camel less than $200,000 in 
)3|=ihat magazine as an - that's my best estimate. 
tspN BY MR. SOBOL: 

And what's your estimate of the amount 
tipMM has spent in Spin magazine over the last year? 

<n A: I can't even estimate. I deal with so many 
it) different brands and plans I don't know specifically for 
tst that magazine how much we would have spent on Carnet 
poi only. 

pi) Q: I appreciate that, and 1 don't want you to 
t»i speculate, but would it be in excess of $2,000,000? 
t»i A: Again, I don't know. 1 would have to 
(24) re me mber what the cost of a single page was and estimate 
p*j how many pages we were running, and I can't do that off 
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(ij Audit Bureau In reference to the fact that they are the 
pi ones who audit the circulation of outdoor advertising, 

P! not for a particular company, but for the out of home - 
Hi for the supplier who owns the outdoor structure. 
r They are very similar to the Audit Bureau 
m Circulation for magazines, which I also referred to 
P) earlier.The Traffic Audit Bureau audits the dally 
W effective circulation of outdoor. It's an independent 
n advertising industry organization that is used by many 
[tot suppliers, advertisers and agencies, 
in) Q: Are there other independent outside 
(tat agencies that look at daily effective circulations for 
n») out of home advertising? 

A: There may be. I’m not aware of the 
ns; specific name of it, but the Traffic Audit Bureau is the 
[i*l primary circulation audit organization for outdoor 
ii7] advertising. 

[isj Q: Does the media group refer or review 
[in Traffic Audit Bureau reports or is that left to LHC? 

A: That would be left to LHC. 
pi) 0: And without gening into how it's 
an calculated, can you tell roc generally what the daily 
an effective circulation is? 

A: That is for an advertising, for a ; 

| an billboard, for an outdoor advertising sign. It is a 5 
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til ratingT 

Pl In mflW cases there may be outdoor 

pj supplim^to will do that for I^Sjjptames & Carr and 
(4j show pl calculations for their jjndWdual markets. 

Pl Q: fcdMih Prafftc Audit Bureaigives^poru 

PI of dall^^ctive circulation wl^|yyp£ then turns into 

Pl the gpn^ing points for IUR Tobacco? 

I«j A: basical ly that’s how It happfipili of 
Pi our-omdoo| - whatever forms d|fe|y|ijfe plan we 
(ioi calculal|%c total impressions. It’s kind of 
(til dlffici|oF|ou looked at a particular market Uke 
(in Winstopiliem. all of the Winston outdoor advertising 
iisj locatibhsi«:Wui5ton-Salem. North Carolina, would be 
(i4) added'terms of their gross impressions for each 
(Ki one th|||g|||sts of the dally effective circulation 
(itj times me adult views per day. All of the gross 
(in impressions are then added together and that composite 
im number is divided by the market, 18 plus aduh 
lit] population, to get the showing weight or the GRPs. 
poi Q; And that’s the formula that’s to your 
pi) knowledge in use today? 
pa A; That’s a standard formula across the 
pji advertising industry for all products. 

P4) Q; And what kind of units are used to measure 
PD the daily effective circulation, do you know? 


Nnames & Carr and 
ddual markets. 


Pag* 102 

(i) determine the gross rating point? 

Pl A: Yes, that’s correct, 18 plus adult 
Pi population. 

Hi Q: And would it be fair to say then that the 
if] gross rating point gives you some sort of indication of 
m the exposure that an out of home advertising ad would 
Pl have in the population above the age of 18? 
pj A: If exposure you mean weight level is what 
m we refer to it as, yes, that’s the weight level of an 
(tos out of home showing. 

in) Q: Now, in the tactical plan developed by LHC, 

[it] how do they Ust the gross rating points, by region or 
|{i»j some other manner? 

A: Just in a summary scope, I had mentioned 
lit) that we - the plan would say if the out of form was 
(it) national or whatever geography It was In, there Is a 
(in percent of U.S. population, number of divisions or 
im regions, but the weight level would be consistent across 
(in all those markets. 

poj Q: 1 take it that the media group doesn’t go 

pii down to the level of which billboards in which city to 

(233 place advertisements, is that fair to say? 

pjj A: Within LHC media there are several groups. 

P4) We have been talking about the media planning group 
<K) primarily, but once the plan is approved there is an 
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How is it that thc^^tcrrrtlnc which 
Hoards to purchase? r „ 

AtlWclI.lt's a proccss thit we go through. 

V * S.vv\\\\s\v.v.v\v 


« e we determine whren 
jolng to have out of jhe 
icy would ask the -|h| 
l«l LHC employees. In somcIS 
buyers, but In 


at divisions or markets we 
ind what the weight level 
HC.l said they are 
they also use contract out 
|es it Is Long, Hames & 


p#Carr‘^employees and it!* all supervised from the Long, 
'^ cs & Ca^ll of hcM^^ations office of 


liiiiaii 



^^^ston-Salem. . ( 

wou * < * ask f° r front outdoor 

Pi^Jpppllers in all the rnarkeis]||pned, and then when they 
nK$p§|toc proposals they the plan together, 

tint’s |ort of a difficult pn|sm»ocxpUln. 

addition to weight level, the coverage 
Pf5Sil|c market would be||W^I; 

The geographical cov erage ? 

Yes. Let me give ycOT^'ewtmple verbally. 
WlWfelnay have a goal of <$£f&88|jper day, and we get 
in] proposals and LHC could purchase a weight level of 60 
per day within budget, but all of the proposed 
invocations arc In the northern sector of Atlanta, If 
(ugAfethu was the market, and there Is nothing that's In 
(oyi^outhern sector or the western or eastern, so that 
be a good way to purchase the outdoor. We 
im would also want to provide geographic dispersion within 
l«l the markets 

list So they look at the proposals which have 

(Mi been proposed by the suppliers as an Inventory that's 

pi) available.The suppliers in that proposal will verify 

i») that all of the units that are being proposed art In 

t»i complia nee with tobacco restrictions and the Long,Hames 

p<! & Carr out of home buyer plots out a plan that will 

pt) achieve the dispersion within the market and within the 
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hi outdoor group which actually purchases our outdoor 
P! advertising. I'm sorry, your question was do they look 
P) at every location’ 

HI Q: Yeah, J guess I'm trying to determine how 

fsj it is that a billboard advertisement gets there, and 
Hi that would be part of the implementation of the media 
m plan, is that right’ 

PI A: Yes, it would 
! 'r#) And you supervise that as well’ 

That’s correct. 

pJT O'- And the outdoor group which you referred to 
^Hpj&ych implements the out of home - 
|iaj A: They purchase the billboards. 

Are they at LHC or Reynolds? 

: They are LHC empfey«*< 


Paga V»S 

Hi budget and meeting the GRP goals and makes a preliminary 
pi plan.Then they tell the supplier this ts what we would 
pi like to purchase.Well, they negotiate on the cost 
hi subject to market rides, and this is the timing that we 
it) are going to purchase it. 

W It’s subject to the market rides because we 
Pi have buyers who - out of home buyers who will go into 
Pi each market and physically ride the unit, ride the whole 
Pi market and the out of home locations that have been 
!<ci proposed to verify that they are quality locations and 
)<i) in compliance with all of our restrictions as far as 
[ti] they can ascertain, and then they will make the Anal 
iis) buy. 

ttq A contract Is issued which clearly states 
no what it is that we are buying and for what time period, 
fiq LHC issues this to each of the outdoor suppliers.The 
(in contract also has very boldly on the front what the 
tm advertising restrictions are. In most cases that 
[in wording is like from the industry advertising code that 
poi there can be no RJ, Reynolds advertising on units that 
pt] are within 500 feet of an elementary school, a junior 
m high school, a high school or a child’s playground and 
pi] in the selected - and that wording is on the front of 
P 4 the contract, and is also on the back of the contract 
pa with a whole lot of other legal stipulations and 
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(1] art* 

Pi days aife 
Pi treated 
H) suppos| 
w and 1'^ 
(«] So u 
Pi appro )| 
Pi those !) 

PI hotm^li 

I'#) A: dl 
(hi divide^ 
(i2l definite 

|i*j that d|j 
IK) answer, 
(it) mean*] 
(is) there ra 


|jd a 45 to 60 GRP pc 
ia|ely 45 to 60 percent 
asare being exposed ( 



tn that 

opulatlons within 
ttlcuiar out of 


|io] A: lllSfas I said, were the gib^limpresslons 

ini divide^ffNhe 18 plus market population,The 

(it) dcfinltiotvof impressions is the opportunity to see - 

(is) that d|||t& mean that people actually see it. So in 

iu) answerm^vour question, a 45 to 60 dally GRP range 

(is) mcanij:ha£w]|*hln the market where Camel is advertising, 

(isj there firaffo|>portunity that - it’s not exactly a 

(in percent, but the weight level against the 18 plus adult 

ini population would be 45 to 65. 

(i»i Q: But the weight level doesn't correlate to a 
poi percent of that population over the age of 18? 
pi) A: I don't think you can express it as a 
( 22 ) percentage. It's the number of potential exposures, 
pij which is the definition of impressions, divided by die 
pi) total market population, 
psi Q: Okay. 



Uy 

5 to 60 

tplus 

vould 
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|tatc for the record th||^|::lhe 30 
his deposition is takc?Mfae Whole thing is 
|ly confidential, at counsel is 

p designate thercaft&wharls confidential, 

|t you will have an t^pbrtxtnlty to do that. 
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is) that’s correct. 

P) BY MR. SOBOL: 

P) Q: And there ate some states where you don’t 
t<] advertise out of doors at all because you are not 
isj permitted to under the law, but In those areas where you 
M are permitted to advertise out of doors, how docs a 
Pl decision making process take place to determine where to 
pj place them, geographically speaking? 

Pl MR. BEACH: Let me object to the form of 
)io) the question on the grounds to the preface of the 
ini question. 1 don’t really have a with the question, 
lit) problem, but the premise of the question misstates the 
(isj witness' testimony. You can go ahead and answer his 
(i4) question. 

THE WITNESS: 1 don't really understand 
lit) what you are asking Can you ask me again? 

BY MR. SOBOL: 

(isj O: How do you determine geographically where 
(is) to put out of home advertising aside from legal 
poi constraints or GRP considerations? 
pi) A: Either going back to how we get to a media 
1221 plan development initially Is coming from the brand 
psi marketing group, the areas that within the overall 
P4] marketing, the geographic areas that are emphasized, 
pt] that's information that Is given to media. So the brand 


i MHPWW 
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HI groups would be bener able to tell you how they 
(?l determine the geographic emphasis area 
Pi Q: That's not something which your group 
Ml determines* 
is] A: That’s correct, 

i«i Q: Rut In implementing the media planning, and 
m in particular, the out of home aspect of the media plan, 
r*j long, Himes&Carroran independent contractor working 
.p r»] w% Long, Hames & Carr makes a determination as to 
specific sites to place out of home advertising, 

..jui " A: Yes, in the context of all the things that 

ntioned previously that they look at, compliance, 
yid geographic coverage of the market, budget parameters, 
G||p goals, they may determine specific locations in some 
fiisi^pS-tns. Let me give you ahtiMmpIe which would be more 
PWllii|cult.They can deteHi^v^mat we will use taxi 
advertising in kVnarkt^ but they can't 
■ |i*l specifically decide where the t|xi is going to go. So 
might be a caveat tp^yilfewer. 


(po)J 4 t|: But they certainly ^kt^gdetermlnation to 
jflfwlrethcr or not they arejgo|l|yo place advertisements on 
(Mi taxi tops within a givenjf«iift|shical area? 
pa|*=O^Yes,thcy do. ksaassd 
p# ;:;s 'b:«And is there a way to determine the GRP for 

. . . toWWA 1 ! 


m_i 
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I’m sure there is. 


oft’t know what it 


p ^sf : And do you know whgjher or not the GRP for 
[<C||^|itops is used in detepiiminj^where to place - which 
Ityireas to place taxi top advertising in* 

S'" S * • v 

(«r^ii In developing the whole thatket plan as I 
rr&SS* said before, the oujj^ig^ie buyers would have a 
d|iGRP goal that they are t&achieve and so each 
« 0 *«K»k ct will be different^tlmit forms are'needed to 
'Votogfe up to that ovcraU p^l^l. 

,ni^|: Let me ask it this way, the tactical plans, 
itrLdtxrii e y d escribe how much billboard advertisement would 
[u^>e done as opposed to transit,as opposed to eight 
iupaaa|t. 30 sheet, whatever else? 

(uyMfc We consider them all outdoor advertising 
and as I just said, each market may be 
nn different, which forms of outdoor are used,There is a 
ini lot of factors that go into selecting which forms within 
ini a market we will use to achieve our tactical plan 
poj objectives. 

pi) Q: What do you mean by matket in that last 

pa sentence in your last response? 

pi! A: It differs. It differs quite often by city 

pi] zoning There are portions of a city that may be zoned 

p« out for outdoor advertising, other portions that are 


Papa 2XJ 

(i) stliJ in the same city, but they are in a different 

PI area. like an industrial area may allow it.There is a 

Pi lot of factors that contribute to it. 

Hi So it could be a matket in terms of a city. 

in It could be a county, whatever parameters that we have 

ft] to use. 

m Q: So the form of out of home advertising 
Pi depends on the geographical market - 
PI A: Excuse me, and it could be a state as weU. 
iio] There could be a state that bans certain types of 
nn advertising. It might ban, for example, stationary 
[til structures,but it may not ban transit advertising. I’m 
tin sorry, I interrupted you. 

[Mi Q: All that implementation Is done on the 
(in level - strike that. 

[in You oversee the implementation of aU of 

liTi the out of home advertising across the country, is that 

(in right? 

tin A: That's correct. 

po] Q; And you review where advertising is placed 
pi) in the Sate of California? 
pa A: Generally speaking.When we are talking 

pi] about me overseeing the implementation, I do not see 
PO every specific location. I oversee Long, Hames St Carr 
psi as they implement the plan. 


(i) Q: So to get more specific information as to 
pi the decisions as to where in California out of home 
pi advertising is placed, I need to talk to Long, Hames & 
w Carr? 

id A: What do you mean where it is placed? If 
K it's placed in terms of why is it placed in the city - 
pi Q: Why is it placed in the dty? Why is it 

id placed in this part of the city? How much of It is 
P) billboard? How much of it is 30 sheet? How much of it 
(to) is in transit? 

[in A: I think I answered that, though, because I 

[in told you those decisions have to be made almost in each 

ini Individual city, and it's based on a number of factors, 

!«) inventory that's available. Sometimes there is no 30 
[id sheet inventory available for advertisers, so we have to 
[id look at - Long, Hames & Carr will look at other forms, 
nn Overall, it's what does it take to get to 
[id comply with all of the restrictions, to meet a gross 
[id rating point goal and to do it within budget. 

(2oj Q; I understand. My question is more to get 
pi) specific Information as to how aU those decisions are 
pi) being made on the local level, say, in California or the 
Pd Commonwealth of Massachusetts, Long, Hames & Carr in 

pi) connection with whateverindependent contractor they may 
Pd use in those particular areas are the people to talk to ; 
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It) to determine exactly what goes behind those decisions? 
pi MR. BEACH: Let me object to the form of 
pi the question on the grounds that it's ambiguous from the 
hj terms of it goes behind those decisions. I'm not sure 1 
m understand what you mean by that. If you do, Patti, go 
Pl ahead and answer hts question. 

Pi THE WITNESS: I would say that If in saying 
it] decisions you are referring to this is the out of home 
M shoeing, thdn our Long, Hames & Can buyer is 
|toj reco'ha^pflng that is then reviewed by the Long, Hames & 

1 < i] CatTjfwjtdoor group in Winston-Salem, and then they are 

t«! not %a^Mgji|ndepcndcnt decisions, the buyer is what I'm 

lit] trying )© say'They are making - they are putting 
l<4j tog *■ her tits outdoor plan in the^articular market. 

|tti Thc iariihcg n telling the outdoor gtougat Long.HamesA 
(isi Catrimrilwhai we are recomn#siing,and I guess the 
on decl^pf wpuld be made by the.outdoor group at Long, 
i*i] Hames &CaS# In Winston-Salem. | 


t<»j If thcr^ils anything that is ouft 
poj ordina^t would be involved in i 
PU BY MR. 8%^ 

Q: But the day-to-day decisions as to 


m 

p»i specific 
pi] primar 
ptj oversig 


(•) 



5 ,ere to place ads 


level is done 
jur general 


Objection to the form of f 

Pi questio&vh^jbeen well asked anJlfPPilswered many, 
Pl many tltg$s inuring today's dcposlti osA s- 
PI MR. BQlKlI.: I'm just trying to I 

(sj understand. 1$ that consistent witikyour^derstanding? 




think you 


THE YWYNifesS: If you mean by. day* 
11 use an example 

BY MR. 8 


can by day-to<lay decision can a 
Carr buyer after the whole plan is in 
an outdoor supplier l want that 30 sheet 
comer because that unit just became 

icets all of our criteria and is in 
they could do that.The Long, Hames 

im buyer could do that.That’s a day-to-day minor tactical 

ini revision. 

in) Q: That's not the kind of thing you would 
poj oversee? 

pii A: 1 would oversee more of the everything 

prj together.That Is something that a Long, Hames Sc Carr 

ps] buyer could do independently. I wouldn't probably even 

pi] be told that that 30 sheet moved fromThlrd Street to 

pci Fourth Street because in the context of the entire plan 
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iij it's in compliance, it contributes to the correct RPG 
pi goal and It's within our budget, 
pj Q: And to use another example, if there was a 
w Campbell billboard on Route 101 in San Francisco at the 
Pi comer of Feld Street, that would be something that a 
Pi Long, Hames & Carr person made that decision to place 
pi that particular billboard advertisement there? 
pj A: They would have made the decision to 
w recommend that as pan of the overall -1 think you 
[ioi said Camel plan, outdoor plan in that matket, yes. 
in] Q: Do you know whether or not RJR advertises 
HZ] in out of home media in Massachusetts? 

nil A: Yes, we do advertise in out of home. 

{Mi 0: And, of course, you do in California as 

(isi well because we have been using those as examples? 

(its A: Yes. 

(in Q: And what Is the GRP per day for Winston 

(it) currently under the current tactical plan? 

fid A: As I recall, the GRPs for Winston for this 

pq year's plan are a range of 80 to 100 GRPs In certain 

p<] matkets. Let me qualify that. In certain maikets that 

pa is what the range is. 

tut Q: In certain geographical markets? 

PH A: Yes, in major metro markets that Is what 

PU the GRP level Is. In the balance of the country the GRP 
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(tj range,as 1 recall. Is 60 to 80 GRPs. 

Pl Q: The 80 to 100 GRPs In major metro areas, 
pi does that include major metro areas In California? 
pj A: Yes, that would be - and when I say major 
[s] metro markets, I'm talking about major metropolitan RJR 
Pl sales divisions, but it's generally In Unc with the 2$ 

P) major metros on any other list. 

Pl Q: So it Includes ones in the State of 
m California? 

(ioi A: Yes, it does. 

(it) Q: And it includes the Boston metro area? 

(ii) A: If Boston is pan of the top 23 metro 

(is) areas, it would Include Boston unless there was a reason 
[mj why we couldn’t achieve that kind of GRP level there in 
(tsj Boston. 

(mj Q: Under some legal restriction you mean? 

(i7j A: There is a lot of-Boston is a difficult 
in) market to purchase outdoor advertising in.There Is not 
it*! a lot of inventory avallable.There also are sections 
120 of the city that have banned tobacco and I believe 
pu alcohol advertising, and so there is limited inventory 
P 3 there. 

PU Q: In the GRP per day for Camel cigarettes, is 
PH there a division among major metro areas In other parts 
pu of the country or no? 
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That's correct, f 

Now, in connecticifiiSPlHC's calculation 
pJijRP using the 18 plus potation, Is there any 
( 4 ;||#Tntation imparted t^|iftogns Reynolds of the wider 
1^18 vear old groups thatpfi.yld be part of the dally 
pNfiective circulation? | 

Pps?5|lt: There is no ir^orrttiuidnihiparting of that, 
pplfc^ny knowledge, that jn&pg|tJon doesn't exist. 
sitwam-M R. SOBOL; 1 guess We^eicl to go off the 

iu msss/ Rcccss was taken from 6:01 p.m.to 6:05 p.m.) 

BY MR. SOBOL; 

iuf- Q: The daily effective circulation derived by 
ii«PPB^trraffic Audit Bureau includes all persons, not just 
M^jfiirsons over 18, is that right? 

believe so. I'm not certain. I believe 
(tri it's a traffic count primarily. 

(iij Q: And does RJR, specifically anybody within 
lit] marketing operations, receive directly Traffic Audit 
( 20 j Bureau reports containing dally effective circulations? 

( 2 t) A: 1 have received on occasion some reports. 

1221 I remember seeing them. 

tan Q: Do the tactical plans prepared by LHC which 

p«i contain summaries of the GRP, show what went into the 

i»! calculation of that GRP number? 


ucy ano acuvcry incentive Donus plan as 
itract with LHC media. So we, RJ. 
ts how they calculate GRPs. I can tell 
tve thousands and thousands of billboards 
:very month of a year, and so we do it on 
>m, a random audit of how it was 

:n does the Traffic Audit Bureau 

r effective circulations? 

entirely ceruin. I believe it is 

ths. 1 know that the Print Audit Bureau of 

:very six months, and that's what I'm 

wer on. 1 believe that's the same for the 

ureau. 

tat the repetition of these 
' daily effective circulations actually 
nnation on what the daily effective 
s for out of home advertising that was 
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m already placed, is that fair to say? 

(aj A: Are you asking that - 

Pl Q; Let me put it to you this way.You have 

Pi out of home advertising out there and the Traffic Audit 

is) Bureau is then performing an audit of dally effective 

m circulations, right? 

pj A; That's correct. 

pj Q: So they could give you information back on 
Pi the exposure or the dally effective circulation of the 
lip actual ads you have placed out of doors? 
pi) A; 1 suppose that is how they could use, but I 
fin mean the way it is used is that In a current planning 
[isj time period we use the most recent Traffic Audit Bureau 
IK] information that Is available. I do want to interject 
pi) here, too, that we don't get all of the - we don't, 
ini Long, Hames & Carr, does not pull all of the daily 
(in effective circulation, only from the traffic audit 
(in reports. Alt of the outdoor suppliers when they submit 
lit] their proposals also show the dally effective 
m circulation. LHC would certainly audit that against 
pi) Traffic Audit Bureau repons. 
pa) Q; So in determining the dally effective 
( 22 ) circulation number which they used, does Long, Hames & 
(24) Carr rely not only on the Traffic Audit Bureau but the 
ps] media suppliers? 
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A: Yes, but they would have to quote the 
Pi source of. If they are quoting the dally effective 
pj circulation, what is the source. 

Hi Q: And do at times they use a compilation of 

is) more than one source In determining daily effective 

fsj circulation* 

pj A: I don't know for certain, but 1 would 

lie. I |hink they use a combination of sources. 

Again, mis Traffic Audit Bureau doesn’t 
|ioi meifcj^|;|tfiery form of advertising in every single 
tit) market so some of the information would have to come 

i«n froiAih^O^tdoor suppliers themselves along with how 

iuj thatwas calculated. 

Q’<s&pe$#he Traffic Audit Bureau perform daily 


mi 


1 «) 
list eff< 
Mi) 
im assti 



Mil audit process, yes. 


culations In California? 
know every markehblt T would 

have some Ca^oml^piatkeu in their 


M»J 


ghat about In Massa 


poj hav| 

pi] AfX'gaTh^I would |ust be 
P2] assumption. My assumption wo 
pi] Q: DOjypuknow whether or 
P«) on any%depilndent media sup; 
psj CaUfoi$lI%» determlliiidally 





Ido they 


that they would, 
has relied 
Uvthe State of 
circulations? 


tn suppli 
m Q 
Pi me 
MO] effee 
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Ml Q: Art you aware of any age breakdown of the 

Pl dally effective circulations done by any entity? 

pj A: No, I'm not aware of that. 

hi Q: That's not part of the - there is no 
(si autistic of age breakdown for daily effective 

K) circulations out there which RJR relies on in 
Pi determining where to place its out of home advertising? 

Hi A: I'm not aware of anything that we use other 

M than the GRPs per day as calculated as 1 told you. 
mo] Q: In implementing the media plan for out of 
u i] home advertising, are there any steps which the media 
[in group takes to avoid targeting or influencing minors? 
ms) A: The media group at Long, Hames & Carr are 
iuj you referring to? 
tin Q: Your media group at Reynolds, 
its) MR. BEACH: Object to the form of the 

M7) question on the grounds that it's ambiguous. Why don't 

{ill you clarify what you mean by influence, Influence to do 

M«l what? If you understand what he means, then answer the 

pci question. 

pij THE WITNESS: I don’t know what you mean. 
rn BY MR. 60B0L: 

pa] Q: You oversee the Implementation of the media 
1 M) plans for out of home advertising, say, in the State of 
PO California, correct? 
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Ml A tsl-datt& know for a fact. I'm certain that 
p, they p^y have. 

Pl Q: Ajaq would you know the na^iof any of 
Hi those suppliers* 

Itj A: TIN; o|es that for whom LHChas relicd on 
t«) for daiij^ircetive circulation or.do I know any 
titi in California? Csiplilarify? 
i know the names o i^^ ksdependent 
iters on whom LHC italics In determining dally 
tulations for out of pimPl^lvertising in 
M») the Sute^jCallfomla? 

M 2 i A: not. 

MJ] Q: Ahd what about in the Commonwealth of 
(it) MassadmUlts* 

Mcj A: I $li%know that. 

<tt] Q: Peopieat Long, Hames & Carr would know? 

jit) A: I would think that someone involved with 

Mi] Long, Hames & Carr would know how they would calculate 

(«] it, how they determined the dally effective circulation 

poi for every unit thit we have in California or in 

pij Massachusetts. 

( 22 ] Q: Are you aware of any statistics developed 

pi] by the Traffic Audit Bureau to give an age breakdown of 

pi] the dally effective circulations? 

pt! A: I am not aware of that, no. 


Pag* 2ie 

l<) A: That's correct. 

ft Q: What steps does the media group take, if 

pj any, to ensure that the out of home advertising in 

Hi California is not Influencing minors? 

rat MR. BEACH: Let me object to the form of 

pi the question on the grounds that it assumes facts not in 

pj evidence that there is an influence.You can go ahead 

III and answer the question, Ms. Ittcrmann. 

Pt THE WITNESS: If you are asking what steps 
[tot do we take to assure that our out of home advertising is 
M<i in compliance with our advertising codes. I can tell you 

lift that. 

[is! BY MR. SOBOL: 

iuj Q: Why don't you tell roe that, 
pi! A: First of aU, long, Hames Sc Carr is fully 
mu aware of our advertising code. We review it regularly, 
lift The wording of our advertising code, as I told you 
[ill previously, is dearly on our contracts. Suppliers, In 
(in giving proposals to Long, Hames Sc Carr, verify that the 
rao) units are in compliance with tobacco advertising 
pij restrictions. 

122 ] Whenever there is a new restriction on a 
pi] local basis that such as a restriction that extends the 
pij 500 feet of the advertising code to 1,000 feet from a 
p«] school or playground such as in California, we at_ 
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[i] Reynolds make sure that we understand the text of the 
(ti legislation or settlement, whatever It Is. and we review 
in u with our government relations or law department to 
m assure that we understand it. 
it] We then send out an out of home alert to 
i<] the entire media planning group and outdoor group at 
m Long, Hamcs & Carr. We also send It to KBA advertising 
as ^formation They, Long, Hames & Carr, send that 
( (oj alert out to all of their buyers, and for outdoor. It's 

^Igigid on the contracts in the computer and It’s put In 
so that any time a contract in that market is accessed 
i ftap t SKb uld automatically have that wording on there, 
ibai In addition, the Long, Hames & Carr - 

Ka »er thing we do to $ssure compliance with our 
:try advertising code or*-m>>re comprehensive 
ctions If they exist {oMlly. tong, Hames & Carr 
IjHHH^nnel docs rides of^tnatk^t.the out of home of a 
l<ij market on a regular bas4,.Tf^are unannounced rides 
that the suppberslllirnmow they are going to be 
e market and they compliance. 

J. Reynolds person^|^^ell 
l»t occasionally will ride themanrets, all of our outdoor 
t?iygi»ti.c>ns to check for cr •■.Jaice, as well as to check 
pifthat t#e correct advertlsinglvppsted, that the units 

i not maintaining the 


PM that the correct!! 

psllr^’t rippcdfanl 
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pThe other thing that tieottWadd that we 
av| is that I have - we caR^the outdoor hot line. 

^ number that's dedfHl&dii$r our sales force to 
alj|- it goes directly intp.myoffice to report 
iflhing that they see out of lii|e with a billboard. 

$£y tell me the locatiohi^^ the outdoor supplier U 

's for our sales 


iat we can check it i 


|io}5s ; ;s0i Who responds to pPPPajoor hot line? 

I do. 

Have you received any complaints on the 
(ujfoutdoor hot line originating from California in the last 
lunroninonths? 

I have not received any complaints from our 
iu^^i>rce in terms - in the last six months in terms 
on of compliance with the industry advertising code. I 
Mil have had some reports of some of our billboards that are 
(i»j not maintained correctly that may be peeling off because 
pot of excessive rain in the area, 
ptj Q: Have you received any complaints on the 
i«i outdoor hot line originating from California that 
PM billboards or other outdoor advertising were placed 
pi) within a thousand feet of schools or playgrounds? 

PM A: As I just said, I have not had any calls in 


Papa? e 

r-i the last six months from California that 1 recall that 

PI were speciflcaUy problems with compliance with any of 

Pi our tobacco restrictions. 

hi Q: Your earlier response, it will speak for 

is] Itself, but I thought you said cigarette advertising 

Pi code,and 1 wanted to make sure we were Including the 

Pi specific California restrictions? 

Pl A: The same would hold true, in California. I 
I®] have not had any calls that I can recall in the last six 
(tot months that have to do with Reynolds' billboards being 
(til out of compliance with the California tobacco 
(t?) restrictions. 

(isj Q: And that hot line is available only to the 
[M] sales force? It's not available to the general public, 

(til is that right? 

(««) A: That's correct. 

(in Q: Do you know if RJR has a hot line available 
(ill to the public for complaints regarding it's out of home 
t«S) advertising? 

poi A: 1 am not aware of anything specifically 
PM designated for out of home advertlsing.We have a 
pzj number of total free numbers for smokers to cal) us if 
psi they have questions or complaints. 

P4) Q: What about non-smokers, do you have a 
pm number for them? 


Paps 2X0 

IM A: We have toll free numbers that are posted 
P) on our packs. We assume that that would be a smoker who 
ID would being calling.! suppose that that number could 
(4) be seen by a non-smoker. I am just speculating here, 

(M though.We don't have a separate phone line, 
m Q: Have you received any complaints on your 
pi outdoor hot line originating from Massachusetts within 
pq this past six months regarding any compliance issues at 
m all? 

A: Not that I recall. I haven’t received - 
|M) as I recall, 1 haven’t received any calls about 
[in Massachusetts recently from the hot line. 

Q; I want you to take a look at Exhibit No. 8. 

(i4j It’s a memo to you dated November 28 ,1998 from Carl 
on Haynes. 

Have you bad a chance to review that? 
it?) A: No, not yet, 

[m MR. BEACH: Maybe to expedite matters, I 
lit] wouldn't want to rush you because this Is all important, 
poi but you could see what question he asks and if you feel 
pm that necessitates your spending more time reviewing the 
psi document you could do It that way. It is a long 
psi document and we are at the end of a long day. 

P4) BY MR. SOBOL: 

PM Q: Let me ask you a couple of questions and I 
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know If a pertlnerl 


Pi listed Jr 
W A: 
t« smokcf 
IQ market 

Pi were p| 

(«i speclll 

pi cP|htar|s a permanent ynur^gws^uit out of 
(toj the hom^jprogram? ■ s K8888 ^ 

ini A: Tffl ierm permanent would have been meant 
(ill that w^Pbuldn't have planned the use of outdoor for 
<oj only sOeelfie time periods during the year, but we would 
iu) leave Kjp continuously for the year. Younger aduh 
tin smokwwejhaye discussed previously. In 1988 that term 
iisi refcrrtlrotltiit smokers 18 to 34, may In some case* 
ii7] have had a secondary emphasis of adult smokers 18to 24, 
lt»j and out of home program is - out of home Is just 
fit) outdoor advertising, and program Is really just a 
po) synonym for the plan, the out of home plan. 

( 2 <l Does that answer your question? 

(221 Q: Sure. I will accept your answer, how is 
(23! that’The last sentence of the third paragraph says "In 
tat! all instances we are confident that areas frequented by 
( 2 S] 18-24 younger adult smokers have been identifiedand can 


t first sentence of the 
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|ger adult 

fomented In the areas 
lid paragraph? 


nft recall If a pcrmanelit ytffiQfiger adult 
||of home program v?i8 tiripl|mented in this 
^purposes of this, it t^Kpfothlng that we 
png. It may have beenTdon't recall 
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C<j be targeted with OOH." Do you see that’ 

Pi A: Yes. 

P) Q: Do you know the process by which Mr. Haynes 
Hi identified the areas frequented by 18-24 younger adult 
[si smokers? 

Pi A: 1 don't know the specific process, if 
Pi that's what you are asking me.The out of home 
pi operations group in 1988 did not report to me, so the 
w full process, no, I can't tell you what that was. 

(t&i Q: Do you have a general understanding of how 
in) it is that you identified those areas? 

(in A: I have a general idea that suggestions may 
mi have been discussed about potential areas, but the fact 
f«4) is that the target audience of the younger adult smokers 
(in 18 to 24, would be the driving factor In the process of 
|i«] selecting the appropriate locations. 

(in Q: What's the reference to KSBP in the next 

ini paragraph, do you know? 

lit) A: That's an abbreviation for king size bus 

pot posters, which is a form of out of home that is used. 

PD Q: And what are Bluclights? Do you know what 

m those are? 

m A: In this memo Carl is suggesting a creative 
pai idea. 1 don't exactly know what Bluclights are. 1 
pq could guess. 


(i) Q: I don’t want you to guess. Let me ask you 
pi if Reynolds currently advertises on king size bus 
pi posters? 

H) A: Yes, we do. 

(0 Q: Do you currently advertise in bus shelters? 
pj A: in bus shelters, yes, that is a form that 
pi we use. All of these arc forms that we use in selected 
pj markets that would not be in every market. 

P! Q: Are you familiar, Ms. Ittermatui, with John 
[ioi Pearce’s article appearing this year In the Journal of 
(ill American Medicine entitled Tobacco Industry Promotion Of 
(in Cigarettes And Adolescent Smoking? 

A: No, I am not familiar with that. 
it«j Q: Are you familiar with any journal that came 
(in out within the last year concluding that advertising 
UD results in teenage experimentation? 

(it) MR. BEACH: Let me object to the form of 
[in the question. It's been a long day.This is outside of 
[to the scope of her designation.You haven't established 
po) that she would, In fact, within her job duties this 1$ 
pi] something she would do. I think these questions are 
po inappropriate. 

MR. SOBOL: I think it's relevant. She 
P4j implements media plans, 
po MR. BEACH: Don't argue with me.! have 
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BY MR.80B 

A,c y° u aware of aiifplfi^rch conducted 
Pi«tihat show that teenagers ap drawn to those cigarenes 
aNfg^are most heavily acf&Eiied and not necessarily the 
isfifow^r priced generic cigarettes? 

BEACH; Objection to th<|form of the 
[7pp^tion on the groundpiSP#s well outside the scope 
(•P$H&r designation for t?|l|;Whst$ss. lack of foundation. 
H^IgS^umes facts not In evidence. Subject to those 
po^il^ctlons, you can ans^ti^tljuestion. 
ihj^^IE WITNESS: I’m not aware of the research 
lirf^^you are talking about. 

MS# BY MR. SOBOL: 

(ujPSO: Arc you aware of research showing that 25 
[tsi^pSifciBcnt of teenagers surveyed own cigarette promotional 


(it) MR. BEACH: Let me object to the form of 

ini the question for the reasons l stated in response to the 

(is) other questions. 

po) when we started after this last break, Mr. 
pi) Sobol, you had asked for an hour and a half. I have 
pai given you an hour and a half, save the five minutes that 
pji 1 had asked for. 

P4) You are now venturing intoiareas that are 

psi well beyond the scope of this witness and I object on a 
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It] MR. BEACH: Your opinion about my 

pi objections, Mr. Sobol - 
pi MR. 60B0L: Don't interrupt me. I didn’t 
H) interrupt you. 

n MR. BEACH: Is besides the point. Let's 

pj finish this deposition. Answer his question if you can. 

P) BY MR. SOBOL: 

m Q: The question regarding whether or not she 
m has reviewed Information in the public domain about the 
(to) business she is in and the particular area in which she 
ini has conducted her professional life, I don't think is 
bn unfair. 

ns) MR. BEACH: Your opinions are Irrelevant, 
iis) MR. SOBOL: And your opinions aren't 

(is) relevant either, but you are stating them. 

[isi MR. BEACH: No, I'm not stating my 
tin opinions. I'm simply objecting to improper questions 
(is) which 1 am entitled to do, and which I will do.Your 
(in prior comment Is an attempt to testify in from of the 
pot jury which you are not entitled to do.You ate entitled 
pij to ask fair questions. Please ask a fair question of 
P 2 i this witness. 

PU MR. SOBOL: We are not going to play my 
P 4 ) Colloquy or your colloquy In front of the jury. I want 
to know whether or not she U aware of research showinj 
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W that 25 percent of the teens surveyed owned cigarette 

pi promotional material 

P) MR. BEACH: I will reiterate my objection 

hi to that question for the reasons that I have specified 

13 before, not the least of which is lack of foundation. 

1 <H THE WITNESS: I'm not aware of that 
Pi research. 

iq w \ BY MR. SOBOL: 

w <J: Have .you heard of research or are you 
[ioi fan^iSi^h a concept by virtue of your work at 
i"i Reynolds that people who start smoking as teenagers art 
M 2 ) mo^PSilllto- 

[i3j A^Your question is way outside my area of 

[i«l cxpil%«:pid I am not aware of*j>y research like that. 

lit) 4 ---fC you aware of any rcse^pifSSibwing that 

[isi teeqs are especially susceptible^) the effects of 
Ii7) advpiil^t of cigarettes? 

H*I MRJBEjph: Let me objea tot his q uestion 
(i#t as I $fteifcjected to each of the prior questions along 
poj thlspiSlI^y are extremely liu^^^ate.They are 
pn outside of the scope of this depp^fib^ack of 
pa) foundation. You are refusing app|p|m^to put any 
P3j purpo»|«d iBi^ature in front of mtjPtness, therefore, 

P<) these (pylons are 


erizing 


Hi prot«my di|cadcs of literature l^^^piestlon. 
pi Subjedwthose objections, if yotiean answer his 
pj qucstiyh|p|:asc do so. Ms. Itterrj^qyi ' 

Hi THE WmjlE88: I'm not awarcP^ H 
,S1 BYMR.6bBCJO\ 

hi Q: p^|mi consider it part of jmuta^hlcal 
Pi obligation a£ someone who Impfementsmedia plans for 
Pi RJ. Re|l§i|sTobacco to detern|iip% the effect of 
l»i that£ : i&ffiifcment would be oi%t|^sy 
(ioi MR. BEACH: Object to the fofm oTtnlt 
ini questio##fblnk that it's ambiguous and over-broad. 


Ii 2 l If you umSmtand it, and consider he Is using terms 
ini that hafen|jbeen defined, you can go ahead and answer. 
(i4) THE WITNESS: I don’t understand it. 

(181 rl > BY MR. SOBOL: 

[i8j Q: Ar. psrt t-f your responsibilities in 

Ii7] executing the media plans for RJR cigarettes, do you 

its] feel it's part of your obligation to determine what the 

(i»i effect of that media plan will be on teenagers? 

poj A: That is not pan of my responsibilities 

pil because we do not do any kind of analyses of the effects 

P7) of advertising. As we have - as 1 have testified 

pjj previously, my responsibilities Include media planning 

pij and placement of our brands' advertising. 

po 0: So you don't personally do anything to 


it) determine what the effect of that advertisement which 
pi you place has on teenagers, do you? 

Pi MR, BEACH: Object to the form of the 
hi question. It's argumentative in tone,asked and 
it] answered.You can answer it again, If you like. 

Hi THE WITNESS: Could you repeat It? 

(?) BY MR. 80B0L: 

dl Q: Yeah, I will repeat It for you. 

M You don't engage in any specific efforts on 
[ioi your own In your role as the person responsible for 
(it) Implementing the media plans to determine what the 
(in effect of those media plans would be on teenagers, do 
ini you? 

(til MR. BEACH: Object to the form of the 

(it] question for reasons 1 have stated In response to prior 

[til questions. 

(in THE WITNESS: As 1 stated previously, I- 
tm that’s not a part of my responsibilities or my role at 
(iq Reynolds. My role Is the media planning and placement, 
po] not research. 

pi) BY MR. SOBOL: 

( 22 ) Q: So you don't engage in any of those 

pi) efforts - 

pi) MR. BEACH: Did you finish your answer to 
( 2 t) your prior question? 
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til THE WITNESS: No, 1 didn't. I was saying 
pj that my role does not comprise research to the 
PI effectiveness of advertising, and I had stated that 
H) previously. I'm not the best person to talk to about 
Hi that. 

m MR, BEACH: Counsel, it's now 6:30.1 have 
(?) promised this witness that she would be done at this 
pi point In time because she has another obligation this 
m evening. 1 asked an hour and a half ago for five 
{(ioi minutes of time. 

Mi<) MR. SOBOL: And you have taken like ten. 

[in MR. BEACH: Weil, you understand that the 
pi) time I asked for was to pose a few questions on 
ini redirect.Are you done? 

(iq MR. SOBOL: I have not yielded my 
(iq questioning yet. 

it?) MR. BEACH: How much more do you think you 
(it) have to go? 

(tq MR. SOBOL: I will stop right now. 

pq MR. BEACH: We'U continue right into this. 

pi) EXAMINATION BY COUNSEL FOR DEFENDANT 

pq fU. REYNOLDS TOBACCO COMPANY 

pq BY MR. BEACH: 

pil Q: Ms. Ittermann, you have been employed, 

pq correct me if I’m wrong, by R J. Reynolds Tobacco 
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Company since 1975, is that correct? 

A: That’s correct 

Q: That’s about 23 years, is that correct? 

A: Yes 

Q: And you have been involved in media 
planning since 1981? 

A: That's correct. 

. 0: A great number of years, is that correct’ 

A: (Witness nods head.) 

SOBOL: Objection. 

BY MR. BEACH: 

§n|J: Do you believe - in your heart, have you 
conducted yourself in an appropriate, honest and ethical 
rjaghner since you havcbeen with this company? 

^MR. SOBOL: OblectfctNnitoe form of the 
^iwstion, over-broad, vijgit; ambiguous, assuming facts 


iestion, over-broad, v|P 
i|in evidence. 

MR. BEACH: You caaa'f 
iijersund it. I® 

JHE WITNESS: Yes, lbs 

^ |y 

Q: During the 23 yeliT 
Syjiolds, have you ev<p* 
bjifct of how to market 
A: Neve 


iveir if you 


s that I have. 


BEACH: 

Pyou have been with 
ttjed a meeting where the 
runors was discussed? 
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Ml THE WITNESS: I did ask to explain because 

Pi I did want the opportunity since it was read into the 
pj record to explain why 1 would have written such an 
Hi effusive note to this person, Gabe Gabriel. 

The person, Gabe, was characterized at the 
M time as somewhat of a problem employee. He had 
Pi difficulty writing. I was overenthusiastic in my 
pj positive criticism of his memo, but I wanted to also 
PI point out since it is also read into the record, that 1 
(ioj have stated let’s discuss before you give to Carla, who 
lit) as I testified was our secretary at the time and would 
Mr have retyped the final draft. 

[isj I am certain that the reason I wanted - 
[u] asked Gabe to discuss it with me personally was so that 
[it] I could correct his usage of the term younger adult 
[it] target because he did not put in younger adult smoker, 

(it] which was very critical to us and which all of us at 

tin Reynolds feels really important. 

im That was a mistake he had made. I did not 

po) want to write that criticism in the same - specifically 

pi) in the same note where I was phrasing that he had addec 

( 22 ) a sense of conviction to his recommendation. 

PH BY MR. BEACH: 

pi) Q: Just a couple of questions about some of 

pf] the questions you have been posed over the last several 
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(t) hours of your deposition. 

PI You have been asked about media plans and 
pi media tactical plans in numerous ways over these last 
Hi several hours, correct? 

[5] MR. SOBOL: Objection to the form of the 
W question, mischaracterizes her testimony. 

PI THE WITNESS: Yes. 

PI BY MR. BEACH: 

n Q: Do you recall being asked questions by Mr. 

9] Sobol about media plans and media tactical plans today? 
it A: Yes. 

t] Q: Dozens of such questions perhaps? 

H MR. SOBOL: Objection, 
u THE WITNESS: A number of questions, yes. 
s) BY MR. BEAOH: in 

■I Q: Has he shown you a single media plan during to 

7) this deposition today, ma'am? £ 

u A: No, he hasn't. 

[in Q: Has he shown you a single media tactical m 

poi plan during today’s deposition? £ 

pi] A: No. 

P 2 i Q: Now, finally, he asked you some questions 
pi] about, as I counted it, seven periodicals including one 
124] way which was marked as an exhibit.As g ball park < 
psj basis, what percentage - how many periodicals does § 
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im A: tt| ; fytr saw the complete mafleeting plan, 

(i3) which;! don't recall ever doing, I don't recall when. 
iu) Q: ffifiocumcnt which you had handwritten 
(isj notes which you took the time to explain on 
ii6] cross#8Sii8&t ion,that wasa document you reviewed wi 
(i7j counsel, isn't that what you testified to earlier today? 

(til MR. BEACH: Let me objea to the form of 
(is) that question on the grounds that it misstates her 
poj testimony, and besides, I'm going to instrua you not to 
pi) answer questions about what we reviewed or didn't 
P 2 j review. 

pi] MR. 80B0L: Even though that’s already on 
pi) the record you are not going to let her answer that? 
po MR. BEACH: No.Your characterization of 
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fi) Q: And all those efforts are made without 
Pi knowing the numbers and percentages of minors who are 
p) exposed to that advertising, is that correa? 

Hi MR. BEACH: Objection to the form of the 
pj question. First of all, it's now again outside the 
pi scope of the direct, Secondly, it’s asked and answered, 
m If you want to revisit what you explained to him in the 
w past- 

pj THE WITNESS: We talked about this before. ' 

HO] BY MR. SOBOL: 

pi) Q: On cross-examination you were asked whether 

(is) or not you engaged in ethical and In an appropriate 

iuj manner, and I’m asking you whether or not you think It’s 

(i4] ethical and appropriate to place cigarette advertisement 

(in in media for which you don't know the absolute numbers 

list or percentages of minors exposed to that media and you 

tin have given me an answer that - 

(ii) MR. BEAOH; Objection to counsel's 

ini testifying.This whole subject area has been well 

pos furrowed and dealt with. 

pij MR. 60B0L: I will tell you what, I will 

m suspend the deposition and reserve my right to seek an 

m order from the appropriate court to admonish the witness 

(N) to give me a direct answer to the question of whether or 

pt) not she believes it's ethically appropriate to place 
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